Munster Technological University

SWORD - South West Open Research
Deposit
Theses

Dissertations and Theses

2010

Assessing the Impact of Social Media on the Celebrity Industry: A
Public Relations Perspective
Jessica O'Sullivan
Cork Institute of Technology

Follow this and additional works at: https://sword.cit.ie/allthe
Part of the Public Relations and Advertising Commons, and the Social Media Commons

Recommended Citation
O'Sullivan, Jessica, "Assessing the Impact of Social Media on the Celebrity Industry: A Public Relations
Perspective" (2010). Theses [online].
Available at: https://sword.cit.ie/allthe/424

This Master Thesis is brought to you for free and open access by the Dissertations and Theses at SWORD - South
West Open Research Deposit. It has been accepted for inclusion in Theses by an authorized administrator of
SWORD - South West Open Research Deposit. For more information, please contact sword@cit.ie.

.s

O

^ II

^5% *? .

*^'^*

1;

^

I’

F

*? i''t. i 1

S'?

"? 'll

1 ^

TTT LIBRARY

REFERENCE ONLY

vw ^

r?ABl¥

Tl-Tp?
t

%J%J &\X%^

ij

r

S «

""11 |"5§-'S#'^
r

00157222

«L *'»8/

’^t^'

iiSfeS^<Lia^ =i5a

.A

i£,

irsiji-jl^'ij i.

Assessing the Impact of Social Media on the Celebrity Industry:
A Public Relations Perspective

Jessica O’Sullivan

A dissertation submitted in partial fulfilment of the requirements of
Cork Institute of Technology

For the degree of:
Master’s Degree (M.A.) in
Public Relations with New Media

Supervised by Emmett Coffey

September 2010

,v
K
Cork Institute of Technology

^

.O'
^

Declaration
I hereby certify that this material, which I now submit for assessment on the
programme of study leading to the award of

Master’s Degree (M.A.) in Public Relations with New Media

is entirely my own work and has not been submitted for assessment for any academic
purpose other than in partial fulfilment for that stated above.

Signe

Date.

Abstract
There has been an increased interest from academics, public relations professionals
and industry professionals in the importance of social media in the role of public
relations. This study aims to contribute to the understanding of the effect social media
has on the celebrity industry, from a public relations perspective,

A qualitative research design was chosen, and the primary methods used to gather the
data were semi-structured interviews with online communication professionals from
the public relations industry and an online music producer who uses various forms of
social media to distribute and promote his music. All interviewees were chosen due to
their insight and knowledge pertaining to the topic. The interviews are supported with
a focus group where participants were chosen due to their knowledge and their
exposure, as consumers, to celebrities and social media.
The research findings show how social media is changing the role t^f PR in relation to
the celebrity industry. Through the research process, the author learned of the
exposure that arises for celebrities from embracing social media, and also the benefits
of social media for the PR industry.

It can be concluded that there are both advantages and disadvantages to these
industries adopting social media; and while some have progressed to implement it
successfully, many PR practitioners as well as celebrities are in the process of
learning how to practice social media activities to the best effect. Both industries are
experimenting with the platfomis of social media, and those who are tuned in and
observing this new phenomenon are beginning to reap the rewards.
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Chapter One
1. Introduction
Celebrities of the twenty-first century differ from all previous ones, as the lines
between private and personal, ordinary and famous, and proper and improper have
narrowed or even disappeared. As celebrity culture has been democratised and
brought within reach of the ordinary citizen, so too the formation of our desires and
expectations toward celebrity have changed (H<irmon, 2005). Our idea of the modem
day celebrity has changed. Daniel Boorstin came up with what has now become the
defining aphorism of the study of celebrity; “The celebrity is a person who is wellknown for his well-known-ness” (1961:58). Chris Rojek has coined the term
‘celetoid’ in the following context:

“Celetoids are the accessories of cultures organised around mass
communications and staged authenticity. Examples include lottery winners,
one-hit wonders, stalkers , whistle-blowers, sports’ arena streakers, have-a-goheroes, mistresses of public figures and the various other social types who
command media attention one day and are forgotten the next” (2001: 20-1).

In relation to the broader culture within which the consumption of celebrity occurs,
these trends have resulted in the idea of celebrity itself mutating: it is no longer a
magical condition, research suggests that it is fast becoming an almost reasonable
expectation for us to have of our everyday lives (Turner, 2010).

The Internet has provided access to a number of different platforms for people to
communicate and connect with one another. With the advent of social media, both
celebrities and consumers now have the chance to build and develop relationships
online. Social media has become an important development for the celebrity industry,
the PR industry and the media. Relationships are changing; there has been a change in
the role the media plays within the celebrity industry, a change in the role of PR

within the celebrity industry and a change in the consumer’s role.

“The development of new kinds of interactivity and participation has...altered
the balance of power between the producer and the consumer” (Turner, 2010).

The notion of social media and specifically its relationship to the PR industry is in its
infancy. There is very little written in academic literature relating to social media and
its impact on the public relations environment and, even more so, its relationship with
the celebrity industry. Hence, this research aims to contribute to the assessment of the
impact of social media on the celebrity industry from a public relations perspective.

1.1 Context Review
The growth of the Internet in today's business environment cannot go unnoticed.
These powerful new media tools and services allow people to better communicate and
connect with each other. Whilst once in the domain of the information seeker and the
passive web surt'er, the Internet has evolved to become a truly social media
environment; an interactive environment that now sees a free-flow of information and
conversation (Wong, 2008). The development of these new technologies have also
significantly empowered the PR industry by giving them dynamic new media to
communicate to their publics (Wright and Hinson, 2009). The Internet gives PR
practitioners the opportunity to collect information, monitor feedback and engage in
two-way communication with their publics on a variety of different issues (James,
2007). Weber (2007) puts forward that the world of communication is changing and
dramatically moving in a digital direction. He believes that those who keep up with
these changes will communicate more effectively than those who do not.

The Internet has evolved from various separate websites to numerous communities
wanting to share information. Web 1.0 refers to the Internet before the dot-com
bubble burst (Kleinman, 2009), which provided users with static web pages of one
way information. Web 2.0 is a temi that was created by Tim O’Reilly and Dale
2

Dougherty in 2001 after the bursting of the dot-com bubble. It began with a
brainstorming session between the two where they saw that many of today’s
successful companies shared a similar set of characteristics. Web 2.0 is described as a
collection of emerging technologies that enables social networking by gathering user
generated content, transforming consumers into creative partners. Essentially Web 2.0
acts as a platfonn for sharing information online (O’Reilly, 2005).

In the PR 2.0 book by Deirdre Breakenridge (2008), Brian Solis notes that PR 2.0 was
inspired by Web 1.0. PR 2.0 changed everything; it forced traditional media to evolve
and created an entirely new set of influences and a completely different mechanism
for collecting and sharing information. Today, although some people continue to view
traditional media as a reliable source of information, the consumption of online news
continues to grow. National Newspapers of Ireland (NNI) states that great newspaper
brands have been caught up in the migration of audiences to the Web with the
emergence of Web 2.0 tools and also that newspapers have to embrace the print
technology (McPartlin, 2009).

The evolution of social media is forcing some remarkable changes in the public
relations sector. With the addition of social media tools into the mix, PR practitioners
now have the ability to influence and persuade their publics. The popularity of these
social networking sites continues to skyrocket. Consider the following statistics;
Twitter experienced an annual growth of 1,382% in 2009, Facebook now boasts 400
million active users from all over the world (Facebook: Facts and Figures For 2010,
2010), and every minute 20 hours of video are uploaded to YouTube (TopRank,
2010). Gillin (2009) says that social media has not only ended the age of one-way
messaging but has also put pressure on businesses to engage the public in
unprecedented ways. Breakenridge (2008) believes that powerful new social media
tools offer new opportunities at a time when most traditional methods of
communication will not reach many audiences. These new social media technologies
represent a continuously evolving public relations paradigm that lets businesses
recognise the true potential of their market. If harnessed properly, they can lead to
3

significant long-term competitive advantages.

Among the 25 most popular Facebook fan pages is that of Michael Jackson, who has
the highest Facebook fan page following with 19,271,306 followers (Facebook,
2010). Other celebrities who make up the top ten include actors Vin Diesel and
Megan Fox and singers Lady Gaga and Justin Bieber (Huffington Post, 2010).
However, Facebook’s numbers are famously volatile, and fan pages can grow or
decrease overnight. Comparably, Twitter has a similar top 25 list of those with the
highest amount of followers, with singer Britney Spears topping the list with
5,208,069 followers. Actor Ashton Kutcher follows in second place, with Lady Gaga
and Justin Bieber again among the top celebrities who use Twitter (ibid.).

The Internet has now evolved to become a true social media environment; an
interactive environment that now sees a free-flow of information and two-way
communication. Currently it is estimated, according to a new study from Nielsen
concerning Internet usage during April 2010, that 22% of your time online is spent
engaging in social media (Social Media Examiner, 2010). In addition to that, threequarters of Internet users visit a social network or a blog while they are online which is a 24% increase on 2009. Facebook. YouTube and Wikipedia are among three
of the most popular brands worldwide (ibid.).

These social media tools have changed the very fabric of the way we use the Web and
it is not surprising that social networking is quickly becoming the most popular online
activity around the world. What is perhaps even more noteworthy is the reverence
now being placed on these tools by existing celebrities and brands, as Lady Gaga’s
much celebrated recent rise to over 10 million fans on Facebook and Britney Spears’
infamous overtaking of Ashton Kutcher’s amount of followers on Twitter has shown.
Social media is no longer simply changing the way we think of the Internet, but is
infiltrating mainstream celebrity and consumer culture and changing the very nature
of the traditional media which we are accustomed to (SocialTimes, 2010).

New media is rapidly becoming mainstream across the world (Omariba, 2008). It is
becoming increasingly essential for the growth, development and survival of
businesses in today’s fast-changing competitive environment. As the public relations
industry continues to grasp and be conversant of these new technologies, it is
changing the way in which PR practitioners communicate to their publics.

With the emergence of Web 2.0 technologies, it is now possible for PR, multimedia
and the Web to intersect and create a new breed of PR practitioners (Breakenridge,
2008). Examples of this new media include online advertising, streaming audio and
video, virtual reality environments, RSS (Really Simple Syndication), video news
releases and podcasting. These emerging new media technologies are facilitating twoway communication between businesses and their publics via email, instant
messaging (IM), text messaging or the Short Message Service (SMS), online forums
and blogging.

1.2 Research Question
With this subject only in the developing stages, it is felt that an opportunity exists to
explore this topic in detail. The evolution of social media in recent years continues;
however, the topic of celebrity has received less attention in empirical research by
academics. The lack of research in these areas motivates the present study; the
purpose of the study is to gain a deeper understanding of the effect social media has
on the celebrity industry from a public relations perspective. This led to the
following questions being fomiulated:

1. Is social media an advantage to organisations?
2. How is social media impacting on the PR industry?
3. What effect has social media on the celebrity industry?

1.3 Research Objectives

The main objective of this research is to discover what changes social media is
bringing to the celebrity industry from a public relations perspective. This research
examines what aspects of PR are affected by the phenomenon of social media. It will
examine how the celebrity industry benefits from social media and will examine to
what extent both the PR industry and celebrities are embracing social media. The
research objectives can be summarised as follows:

•

To explore the phenomenon of social media.

•

To assess the impact of social media on PR.

•

To gain an understanding of the impact of social media on the celebrity industry.

It is hoped that information obtained from this research will add to the body of
knowledge available in relation to this topic and it is believed that findings will
provide an insight for future study of this subject.

1.4 Overview of Chapters

This dissertation is divided into various chapters and is categorised as follows:

Chapter Two will provide a comprehensive and detailed literature review on the
topics of public relations, social media and the celebrity industry.

Chapter Three will describe and analyse the research methodology chosen for this
study where the research questions and objectives will be answered.

Chapter Four will contain the research findings and analysis. This chapter will
outline the data obtained from the primary data and analyse whether these findings
have met the objectives of the research project.

Chapter Five will draw principal conclusions from the analysis and offer
recommendations for future research.

Chapter Two
2. Literature Review

The aim of this chapter is to review all the relevant literature concerning this body of
research with the expectation of obtaining a greater understanding of the topic. It is
essential to have a broad knowledge of other writings that have been undertaken in
this field in order to understand the topic in its entirety. The literature reviewed
focuses on areas such as public relations; communication theory; media relations; PR
and marketing; social media; social media and public relations; social media and
celebrity culture.

2.1 Public Relations
When defining public relations there is no single universally agreed definition. In
1976 an American professor, Rex Harlow, looked at 472 definitions of public
relations from which he distilled his own rather cumbersome version (Harrison, 2000:
3).

“Public relations is a distinctive management function which helps establish
and maintain mutual lines of communication, understanding, acceptance and
cooperation between an organisation and its publics; involves the management
of problems or issues; helps management to keep informed on and responsive
to public opinions; defines and emphasises the responsibility of management
to serve the public interest; helps management keep abreast of and effectively
utilise change; serving as an early warning system to help anticipate trends;
and uses research and ethical communication techniques as its principal tools”
(Harlow, 1976: 36).

Tench and Yeomans (2009: 5) state that “this definition contains overall goals,
processes and tasks of PR, and positions the profession firmly within the organisation,
8

as a management role. Other researchers have tried to simplify things by separating
tasks from strategy.” Cutlip et al. (2000: 6) define public relations as “the
management function that establishes and maintains mutually beneficial relationships
between an organisation and the publics on whom its success or failure depends”.
Cutlip, Center and Broom (2006) state that publicity, advertising and press agentry are
some of the functions of PR, and that these aspects coincide with celebrities and social
media, and from this it is clear that celebrity culture is a part of public relations.

All of these definitions highlight the fact that PR is about managing communication in
order to build good relationships and mutual understanding between an organisation
and its most important audiences (Gordon, 1997). There is no choice to be made by an
organisation as to whether they engage in public relations as public relations exist
either way, but the decision the organisation has to make is whether or not to manage
the PR it has. The business world today is extremely competitive; therefore, when it
comes to establishing a successful business, a wise businessperson understands that
public image is everything and thus, that proper public relations is always vital to a
business. Companies need to have an edge that makes them stand out from the crowd
and gives them a competitive edge. Public relations are about reputation - it is central
to building a positive image for the company.

Public relations may also be used to build awareness of new products, new processes
or other changes which will enhance an organisation's ability to serve its customers
(McDonald, 2007: 557). They help to make advertising campaigns more effective.
The advertising campaign of a new product can achieve greater recognition if
accompanied by extensive PR activities, such as newspaper articles and radio
interviews. It can also influence employee motivation and recruitment.

L’Etang (2008) views public relations as being nothing more than an industry of
propaganda and spin that trades on lies and deceit. PR practitioners deny that they
would try to persuade anyone about anything. That word “persuasion” has stuck with
the PR profession, with many being accused of using propaganda techniques and
9

masking them as PR tactics. Breakenridge (2008) believes that the PR industry has
become caught up in the hype and spin, forgetting that PR is about public relations.
She argues that “public relations is no longer just about audiences” and that new PR is
about people and relationships.

The role of public relations is often misunderstood. The relationship between
advertising, marketing and public relations is often a fractious one. The goals of each
differ in important ways. The goal of advertising is generating sales, the marketing
role is broader than that of advertising but still focuses on consumers rather than all
the key publics. Public relations, on the other hand, strives to help organisations
develop and preserves the variety of relationships that ensure long-term success.
Therefore, although public relation techniques are often employed in advertising and
marketing, it is more appropriate for organisational management to treat public
relations as the umbrella under which other activities including marketing and
advertising occur (Austin, E.W. and Pinkleton, B.E., 2006: 6).

Another challenge for public relation practitioners is that bad press can be detrimental
to an organisation. Bad press can tarnish an organisation’s public image, resulting in
the permanent loss of new clients and customers, and it can even result in the loss of
current or future investors. Companies may have to deal with unfavourable publicity
regarding an unsafe product, an accident, or the actions of a dishonest employee or
some other negative event. For example, when the chainnan of British Airways, the
late Lord King, had to apologise to rival airline Virgin Atlantic Airways and its boss
Richard Branson for a “dirty tricks” campaign, the credibility of British Airways was
severely damaged and seat reservation numbers were reported to have declined
significantly (Wilson and Gilligan, 2004: 256-257).

While communication is the essence of public relations, effective public relations is
also based on action as well as words. Whether it is practiced formally or informally,
public relations is an essential function for the survival of any organisation. Public
relations has been defined over and over again throughout the years, but it redefines
10

itself. This is because the clients in the industry constantly evolve in terms of goals
and aspirations. The importance of public relations cannot be overestimated.

Over the last 25 years, the Internet has improved public relations significantly. Social
media has made it easier and more cost effective to spread messages to mass
audiences. Another advantage of technology in PR is the diversity of information
available online and the speed of its access and delivery. This allows for early
detection and identification of emerging issues pertinent to the organisation's
missions and goals (Johnson, 1997).

2.2 Models of Communication (Grunig’s Four Models)
J. Grunig and Hunt recognised that there were “public-relations-like” activities
throughout history; they claimed that the press agents of the mid-19'^ century were the
first specialists to practice public relations (Grunig and Hunt, 1984). In examining the
history of the practice of public relations, they found that there were four distinct
ways in which PR was practiced that can still be seen today. Those four models
included: the press agentry/publicity model, the public information model, the twoway asymmetrical model and the two-way symmetrical model. The early models of
communication

were

primarily

focused

on

the

transmission

of one-way

communication. Press agentry is an example of one-way communication, with the
main objective of putting forward one particular view of the world through the media
and other channels (Tench and Yeomans, 2009).

Press agentry/publicity “emphasises generation of media coverage of an organisation
or individual by any means necessary, including deception and trickery” (Dozier,
Grunig, J., Grunig, L., 1995: 41). The practitioner's only goal when using this model
is to achieve the attention of the public. Press agents, who create newsworthy stories
to attract media attention and gain public notice, have a reputation for stretching the
truth to promote a story. Most public relations practitioners engage in a little press
agentry at some time or another to achieve public notice through publicity (Cutlip et

al., 2000).

More recently, public relations involves two-way communication where both the
sender and receiver are seen as active participants. Grunig and Hunt’s (1984) two-way
symmetrical model is based on managing conflict and promoting mutual
understanding with key publics. This model casts public relations in the role of a
mediator as opposed to that of a persuader. Under this model, PR practitioners listen
to the concerns of both clients and publics and help them adapt to one another. This
type of communication is seen as the most ethical process as communicators play an
active role as advocates of the publics’ interest in strategic decision-making (Dozier et
al., 1995: 13).

2.2.1 Social Media and Communication
Social media represents a shift for public relations practitioners to practice the twoway symmetrical model. The process shifts to conversation-based interaction, which
cultivates relationships, strengthens customer service and increases brand recognition
and loyalty (Solis et al., 2009: 92). These new media have the potential to make the
profession more global, strategic, two-way and interactive, symmetrical or dialogical
and socially responsible (Gmnig, 2010). The evolution of communication and the
development of brands and their consumers has made two-way communication easier
with the development of social media (Dalke, 2009). Not only can brands convey their
message to consumers via social media but consumers can convey their message, and
interpretation of it, back to the brands (ibid.).

With the advent of Web 2.0, however, practitioners seem to be adopting a dialogical
model by listening to publics, discussing problems and issues with them and
interpreting their organisation’s actions and behaviours to the public (Falconi, 2008).
For example, non-governmental organisations have to communicate effectively with
their stakeholders to ensure long-term support for their causes. Symmetric, two-way
communication is therefore particularly important for them. The Oxfam website is a
12

g3od example of this being put into practice through social media. The site provides
its readers with as much information as possible about the organisation while offering
p enty of opportunity for feedback and contact (Tench and Yeomans, 2009: 151). An
asymmetric model is how Twitter currently works. You can “follow” someone else
without them following you back; it is a one-way relationship.

2.3 PR and Marketing

Public relations theorists and marketing communication theorists have traditionally
conceptualised communication in very different ways. The elements that distinguish
marketing from PR are not well recognised, and the interchangeable use of the terms
‘marketing’ and ‘public relations’ “often result from historical precedence and little
understanding of their differences” (Cutlip et al., 2000).
These various conceptualisations lead most marketing scholars, who placed value on
Integrated Marketing Communications (IMC), to believe that public relations is a
technical support or a publicity function and that it is not a management function of
the organisation (Grunig, L., Grunig, J., Dozier, 2002, p. 269). For example. Lamb,
Hair and McDaniel (1996: 499) write of PR as “the marketing function that evaluates
public attitudes, identifies areas within the organisation that the public may be
interested in, and executes a program to earn public understanding and acceptance”.

Due to this limited view of the public relations role, PR scholars and practitioners
often rejected it. Recently, the term “integrated communications” (IC) has begun to
replace IMC and has expanded its definition to include the importance of various
stakeholders beyond consumers and the understanding that public relations was not
simply a marketing function (Grunig, L., Grunig, J., Dozier, 2002, p. 269).

In an offline world, marketing and PR are separate departments with different people
and different skill sets, but this is not the case on the Web (Meerman Scott, 2010).
The emergence and rapid evolution of digital media channels is accelerating the
convergence of marketing and public relations (Debmyn, 2010). Debruyn calls this a
13

“paradigm shift”. He comments that “while marketers have traditionally been engaged
in one-way communication with prospects and customers with an eye primarily on
branding and revenue generation, PR practitioners were involved in more of a
dialogue with stakeholders such as the media and investors, building and safeguarding
the company's corporate reputation. The Web is increasingly blurring these
distinctions.” Argenti and Barnes (2009) point out that “developing a valued brand
and sustaining a strong corporate reputation is increasingly becoming a joint effort
between mai'keting and communications executives”.

2.4 Media Relations
Media relations can be defined as:
“The

ongoing

facilitation

and

coordination

of communication

and

relationships between an individual, group or organisation and the news
media” (Johnston, 2007: 4).

It provides a process of reaching out to journalists to pitch stories. Journalists have to
understand how to develop a story that is relevant to their audience and know whom
to approach and how to approach them (Cunningham, 2009: 10).
As the online markets grow and consume more of people’s time, the Internet looks set
to become a more prominent medium for the sharing of information and news. An
excellent example is Wikipedia, where its relationship is many-to-many and readers
are the participants, reporters and even the editors (Wong, 20008: 31). Social media
not only allows public relations practitioners to reach out and engage their publics in
conversation, but also provides an avenue to strengthen media relations. Social media
has created a new kind of journalist, the citizen journalist (Cunningham, 2009:
10).

14

According to Future Exploration Network (2006), a symbiotic relationship has
emerged betw'een mainstream media and social media. Both media models feed off
each other; for example, blogs provide a vast public forum for the discussion of
content distributed by major media. An example is the leading blog search engine,
Technorati, which has enabled every online item of The Washington Post, Newsweek
and Associated Press newspapers to display the complete blog discussion about that
article, hence turning an article into a conversation visible to all. At the same time, it
has become common for mainstream media to quote blogs and bloggers, sometimes
exclusively, and the conversation between bloggers often provide the ideas for media
stories. Together, mainstream media and social media iire creating a single media
landscape in which everyone participates (Wong, 2008: 31-32).

Roger Fidler (1997) put forward the idea of “mediamorphosis” to describe how each
new form of media adopts traits, practices and often terminology from previous
forms. An example of this is “pages” on the Web. In addition, forms of new media
merge, combine and coexist because the media are “complex, adaptive systems” that
“respond to external pressures with a spontaneous process of self-reorganisation”
(Fidler. 1997: 22). These days, many newspapers have an online version of their
paper. They also publish blogs. The Guardian newspaper in Britain has merged the
production of their print and online editions and is increasingly breaking news via
their online editions with the print media then following (Macnamara, 2007: 15).
Essentially, newspapers are scooping themselves online.

Today’s major news outlets recognise the significance of citizen journalists and rely
on their active participation in the news-reporting process (Solis and Breakenridge,
2009: 49). Twitter can also be seen as an excellent citizen journalism tool. It has also
become one of the most important news sources of the new media revolution.

In January 2009, a plane crashed into the Hudson River in New York. Within minutes
of the crash occurring, Twitter users started “tweeting” what had happened from the
scene of the accident. These users were broadcasting the news well before the
15

authorities even gave an official statement. Even the first photographs of the crash
were published by Twitter users (Mackey, 2009). The broadcasting of news to the
masses is no longer done by just official journalists; new media has sparked the
phenomenon of citizen journalism. It is “paving the way for individual voices to rise
to a level of influence that, in some cases, eclipses that of most traditional media.
Blogs, podcast, and video blogs are crystallising into a new breed of media networks
and are engaging audiences in an entirely new and immersive way” (Solis and
Breakenridge, 2009: 49).

Citizen journalism is also affecting the celebrity industry. Celebrity gossip blogging
has become increasingly popular, with new websites appearing on a regular basis,
which in some situations are becoming more famous than the celebrities themselves
are. For example, Perez Hilton is possibly one of the most well-known and eccentric
gossip blog personas of the 21^'' century. Bom Mario Annando Lavandeira Jr., his
blog has catapulted him to international fame in a way that no other gossip blogger
has been able to accomplish (Burns, 2009: 22). Lavandeira has become so well known
for his celebrity blog that he is now a celebrity in his own right.

2.5 Social Media

The era of social media is upon us. Many scholars have attempted to put a definition
to the term “social media”. The Public Relations Institute of heland (PRII) defines
social media as “the technology used to enable an individual reach a worldwide
audience in an instant. Social media also offers readers the right to reply.”

The Chartered Institute of Public Relations (CIPR) further defines social media as
“the term commonly given to websites, online tools and other interactive
communication technologies (ICT) which allow users to interact with each other by
sharing infomiation, opinions, knowledge and interests. As the name implies, social
media involves the building of communities or networks, encouraging participation
and engagement.”
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Solis (2008) defines social media as “the democratisation of information,
transforming people from content readers into publishers. It is the shift from a
broadcast mechanism, one-to-many, to a many-to-many model, rooted in
conversations between authors, people and peers.” He takes the definition beyond
user-generated content, as he believes that it is driven by how people share and create
content for one another to participate in.

He explains further how social media is affecting businesses. “Social media is rooted
in conversations between peoples and peers, regardless of the technology that
facilitates them, and every day they take place across blogs, networks, forums,
micromedia and online groups. In addition, each day, with every new community and
social tool that is introduced, brands, products and services are actively discussed,
supported and disassembled. Some companies are listening while many aren’t even
paying attention” (Solis, 2008). Breakenridge (2008) defines social media as simply
“anything that uses the Internet to facilitate conversation between people”.
Young (2006) claims that social media is a new medium in its own right. As such, he
argues that successful commercial exploitation of this new medium requires the
development of new business models. The Internet has now become more socially
friendly, with Web 2.0 being a prominent example. Web 2.0 is defined by O’Reilly
(2005) as:

“a platform, spanning all connected devices; Web 2.0 applications are those
that make the most of the intrinsic advantages of that platform; delivering
software as a continually-updated service that gets better the more people use
it, consuming and remixing data from multiple sources, including individual
users, while providing their own data and services in a forni that allows
remixing by others, creating network effects through an ‘architecture of
participation’ and going beyond the page metaphor of Web 1.0 to deliver rich
user experiences”.
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Social media has introduced the unique element of turning a previously passive
audience into producers and distributors of media (Young, 2006). Social media has
allowed people to become an integral part of the brand communication and strategies
(ibid.). This significant shift in Internet use from passive to active can be summed up
effectively by one word - “participation” (Connecting the dots, 2006: 7).
Conversation defines the heart of social media, and the Internet is enabling and indeed
promoting conversations among individuals, which was simply not possible before.

2.5.1 Social Networking

Social networking is another component of Web 2.0 applications (Rutledge, 2008).
We define social networking as the practice of expanding knowledge by making
connections with individuals of similar interests (Gunawardena et al., 2009). In the
Web 2.0 environment, social networking is linked to technological services and
software that make it possible for people to communicate with others from anywhere
in the world at any time (ibid.). Social networking refers to sites such as Facebook,
MySpace and Linkedln, where users set up a profile, create formal connections to
people they know, communicate, and share preferences and interests (ibid.).

Social networking has generated a lot of hype, media coverage and conversation in
the last few years (Rutledge, 2008). It has become a valuable source for the PR
industry as it has enabled companies to find new ways to get the word out about
clients, communicate with customers and respond to questions or problems. The most
effective social networking is all about building relationships, engaging with others
and developing solid word-of-mouth marketing (ibid.).

Public relations professionals can use these online communities such as Facebook or
Twitter to expand the news coverage of a company or networks with other PR
practitioners and keep up-to-date with other PR companies. Social networking sites
such as Linkedln or Plaxo open the doors for them to connect with other PR

practitioners and to promote themselves for career development and professional
networking.

Social networks are becoming primary mechanisms for connecting with people, ideas,
brands, news and information, representing the ability to spark conversation with
people directly, as well as those that influence them in new and unique ways (Solis
and Breakenridge, 2009). Social networking sites have seen a tremendous growth in
the last two years, attracting a varied and engaged audience. Social netw'orking
empowers the

century consumer to choose what is newsworthy and relevant to

them (Breakenridge, 2008).

2.6 Social Media in Public Relations (PR 2.0)
The notion of social media and its relationship with public relations is in its infancy.
There is still very little academic literature relating to social media and its impact on
the public relations environment to date. The public relations industry, however, is
slowly beginning to realise the importance of this function for the industry, and we are
beginning to see social media becoming a hot topic among the PR community.
According to Breakenridge (2008: 19), social media has provided an opportunity to
truly put the “public” back into public relations by providing a mechanism for
organisations to engage in real-time, one-to-one conversations with stakeholders.

PR 2.0 is an approach that translates into excellent communications. Technology will
enable the tools to continually change to better suit the online consumer’s preferences.
Conversations are taking place in communities that once would never have invited
companies to enter, listen and engage in intimate communication (Brecikenridge,
2008: 274).

PR companies can use these Web 2.0 tools to not only generate a buzz in the market
but also to develop public relations campaigns that build perpetual momentum. By
taking advantage of social media, including social networking sites, wikis and other
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online collaborative communities, companies can further propel their PR efforts
(ArticlesBase, 2009). Sites like Facebook, Twitter and Linkedin allow companies to
construct a social network that creates a connection between them and their target
market. Blogger, WordPress and other similar blogging platfomns allow companies to
participate in two-way communication, between their customers and themselves.

Social media also brings about a completely new set of challenges for PR
practitioners. Perhaps the greatest challenge is the ability to change the attitudes of
clients or other key stakeholders who, because of their personal resistance to adapting
to new media technologies, will only use traditional PR practices.

Research into social media is beginning to grow, while only a small number of books
on the subject have currently been published. There are quite a number of studies
being carried out by the Public Relations Institute in the United States that explore
whether these new media technologies are changing the way PR practitioners
communicate. Research carried out by Wright and Hinson (2009) pointed out that a
growing number of PR practitioners have accepted that social media is changing the
way their organisations communicate.

The study indicates that the phenomenon of blogging on other aspects of social media
is already bringing dramatic changes to many aspects of public relations. The study
concludes that social media has had a huge impact on moving public relations in the
direction of more two-way communication and has significantly empowered a wide
variety of strategic publics with the ability to communicate effectively with internal
and external audiences.

2.7 Celebrity

The most widely quoted aphorism of celebrity is that of Daniel Boorstin who in 1961
stated that “the celebrity is a person who is known for his well-knowness” (Niiesch,
2007).
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Graeme Turner (2004) considers some options of what is celebrity. Firstly,
commentary in the popular media by columnists and other public intellectuals tends to
regard the modern celebrity as a symptom of a worrying cultural shift: towards a
culture that privileges the momentary, the visual and the sensational over the
enduring, the written and the rational (2004: 4),

Secondly, those who consume cind invest in the celebrity tend to describe it as an
innate or “natural” quality which is only possessed by some extraordinary individuals
and “discovered” by industry talent scouts. For the popular press, the fanzines, and the
television and movie industries, the defining qualities of the celebrity are both natural
and magical; journalists, feature writers and publicists speak of their “presence”, their
“star quality” and their “charisma” (Turner, 2004).
Thirdly and in contrast to this, the academic literature, particularly from within
cultural and media studies, has tended to focus on the celebrity as the product of a
number of cultural and economic processes. These include the commoditisation of the
individual celebrity through promotion, publicity and advertising; the implication of
celebrities in the processes through which cultural identity is negotiated and formed;
and most importantly, the representational processes employed by the media in their
treatment of prominent individuals (ibid.).

Celebrity is public visibility, fame, public wonder and entertainment (L’Etang, 2008).
Celebrity is achieved through talent, auspicious circumstance, connections, accident,
extensive media coverage of ordinary people doing extraordinary things (Rojek,
2001).

The modern-day celebrity has become a phenomenon, fuelled by what seems to be an
unquenchable public thirst for news and gossip about celebrities (BBC News, 2003).
Today we live in a culture of celebrity where people can rise to fame from either
ordinary or extraordinary circumstances. The Internet democratises the entertainment
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industry and lessens the dominance of Hollywood in determining who can and cannot
become a star. For those seeking the limelight, the quickest way to fame might be the
online distribution of a video clip through a popular video sharing site (Bums, 2009).

Although the study of media stars has a significant history within film studies and
sociology, recent years have seen the emergence of a solid and progressive body of
research dedicated to mapping out the culture and status of the contemportiry
celebrity, much of which pays acute attention to the rise of “fabricated celebrities”
through appearances on reality TV shows (Taddeo et al.) with Big Brother being an
example of this. The development of reality TV, and Big Brother in particular, has
resulted in the palpable rise in the number of ordinary people who are now able to
appear on television, and who, by being on the programme, are inevitably granted the
status of “celebrity” (Taddeo et al.).

Cashmore (2006) believes that “reality television tended to turn its characters’ vices
into virtues, so that people who displayed ignorance, dishonesty, or some kind of
depravity became praiseworthy. Many of those who appeared in reality TV shows
were well rewarded with endorsements, record contracts and other kinds of profitable
assignments. Several of them became celebrities for no other reason than that they
were recognisable. Reality TV made it possible for someone working at a supermarket
checkout one week to be nationally famous the next. Or someone serenading
commuters with a guitar on street corners at Christmas to be a best-selling recording
artist by Easter.”

In the era of reality TV and YouTube, it seems that Andy Warhol’s prediction has
come true. “In the future, everybody will be world famous for fifteen minutes” was a
quote attributed to Warhol and one for which he is still remembered. It could be said
that Warhol predicted celebrity culture, reality television and the Internet where
everyone can become a celebrity and experience their “fifteen minutes of fame”, no
matter who they are and from what walk of life they come (Tench and Yeomans,
2009).
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2.7.1 The Role of PR in Celebrity

Much of the PR role in celebrity circles is focused on promotion, publicity and media
relations. Public relations has received some of its bad press from this association
(L’Etang, 2008). Although publicity is a subsection of public relations, many in PR
look down on the crudely commercial work required by publicity and promotion
(Holmes and Redmond, 2007). From another point of view, however, it simply
recognised the greater industrial importance of the publicist to the celebrity and the
media industries (ibid.). Rojek states that no celebrity now gains public recognition
without the assistance of cultural intermediaries who operate to stage-manage
celebrity presence in the eyes of the public (Rojek, 2001: 10).
Celebrity PR is often seen as the “Cinderella” specialist area of the PR service
portfolio - but it should not be so (Tench and Yeomans, 2009). The celebrated
publicist. Max Clifford, wields an unparalleled power to “break” celebrity stories. He
claims to have broken more tabloid front-page stories in the UK than any other
journalist has. Like Clifford, Edward Bernays used the techniques of the publicist to
create headlines for his clients in the early 1900’s. Consequently, celebrity PR and the
publicist are often highlighted by the tabloid media as examples of the PR industry.
The reality is that celebrity PR and the publicist are influential but small elements of
the global PR industry (ibid.).

2.7.2 Celebrities and the Media

Graeme Turner (2004: 9) stated that, “It is important to emphasise how sophisticated
the media’s production of celebrity has now become. Over the 1990’s, the celebrity
turned into such an important commodity that it became a greatly expanded area for
content development by the media itself. In a highly convergent media environment,
where cross-media and cross-platform content promotion has become increasingly the
norm, the manufacture of and trade in celebrity has become a commercial strategy for
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media organisations of all kinds - not just the promotions and publicity sectors.
Network and cable television, in particular, has demonstrated its ability to produce
celebrity from nothing - without any need to establish the individual’s ability, skill or
extraordinariness as the precondition for public attention. The phenomenon of Big
Brother made that clear.”

Consider Jade Goody’s breast cancer as an example, during which time the press was
full of breast cancer stories and personal reports from the public. This is an excellent
example, showing how celebrity can bring, through the media, the public’s attention
to a certain issue. Bonner (2005: 87) says that the stage has come where “health
advice is provided through stories about celebrities’ encounters with illness and their
recoveries”, or in Jade’s case, her death. Some critics disagree that the media have
such a power, and literature states that the media are just giving the audience what
they are interested in (Pringle, 2004).

2.8 Social Media and Celebrity Culture

There is now a vast range of media sites through which modern celebrity can emerge.
Mass, digital and narrowcast media outlets, often in a synergetic relationship, enable
the famous to be pictured, photographed, broadcast, podcast and filmed in real-time,
offering a 24/7 relay across the globe (Holmes and Redmond, 2007: 6).

Social media has also fostered our interest in celebrity culture. Consumers now have
the chance to engage with others about their favourite celebrities through blogs, social
networking sites and message boards. Celebrities themselves are now becoming
involved in the social networking phenomenon. The microblogging service of Twitter
has become increasingly popular with celebrities who wish to communicate with
others. The celebrity following of Twitter has grown as it is a good way for celebrities
to connect with fans without the celebrity having to interact with the public (Bums,
2009).
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Celebrities are now using these forums to promote movies, television shows, music,
books or clothing lines (Bums, 2009). Celebrity coverage has exploded because of
social media; not only do celebrities take part in social media, but now social media
itself is creating celebrities. The popular video sharing site YouTube and MySpace
have acted as platforms for aspiring artists, comedians and actors to become wellknown celebrities of today. The British recording artist Lily Allen used MySpace to
post recordings of her singing, which resulted in her signing a record contract (ibid.).

According to the parasocial hypothesis, fans misperceive celebrities as being part of
their social networks and become more loyal and receptive to their idol’s messages.
This is another reason why social networks are so attractive to celebrities (Chong,
2009).
With the advent of social media, celebrities now have so many more platforms for
connecting with fans. Yet, on all these platfomis, the persona of the celebrity must be
maintained. Some are better at navigating social media, and others will need the help
of publicists and other public relations professionals. Some celebrities may not even
write their own posts, which makes the online relationship between these celebrities
and their fans a disingenuous one. At the same time, celebrity coverage has exploded
because of social media, which affects the ownership a celebrity has over his or her
image. By using blogs and other social media tools, the celebrity can regain some
control over their online personas (Burns, 2009: 60).
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Chapter 3
3. Research Methodology
The primary objective of this chapter is to discuss and justify the methods of research
undertaken while conducting this study, to provide the reader with an understanding
of the rationale behind choosing these methods for this study and to discuss the
process of applying that methodology.

3.1 Background to Research Methodology
Research is a process of detailing facts that in context define a story. Methodology is
“the theory of how research should be undertaken’’ (Saunders et al., 2003). Saunders
et al. (2003) state that research is “something that people undertake in order to find
out things in a systematic way, thereby increasing their knowledge”. We can therefore
assume that research involves an explanation of methods used to collect data, the
argument of why certain results are obtained and the explanation of any limitations
associated with the results (Cunningham, 2009).

Research, as defined by the Oxford Dictionary is “a search or investigation directed to
the discovery of some fact by careful consideration or study of a subject; a course of
critical or scientific enquiry” (Goliath, 2007).

3.2. Qualitative Research

For the purpose of this study, qualitative research was best suited to meet the author’s
objectives and to deal with the author’s research questions as stated for this
dissertation. Qualitative research is interpretive; therefore, the researcher needs to
collect in-depth information to be able to answer the research questions, which is
something that cannot be done if the researcher uses quantitative methods. Qualitative
research is designed to be an enquiry process of understanding a social or human
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problem based on building a complex, holistic picture, formed with words, reporting
detailed views of informants and conducted in a natural setting (Creswell, 1994).
Qualitative researchers often study only a single setting or a small number of
individuals or sites, using theoretical or purposeful sampling rather than probability
sampling (Bickman and Rog, 1998). Qualitative research is known more for
conducting smaller and more in-depth studies, which is only possible if you have a
limited number of units to examine (Creswell, 2007).

Qualitative research involves the studied use and collection of a variety of empirical
materials including interview transcripts, case studies, recordings and notes,
observational records and notes, audiovisual materials and personal experience
materials such as artefacts, and journal and diary information (Denzin and Lincoln,
2000).

Qualitative research is carried out when the study is exploratory, which would suggest
that not much has been previously written about the topic, and the researcher seeks to
listen to informants to build up a picture based on their opinions and ideas (Creswell,
2004). This research is an exploratory study which is qualitative in nature, in order to
assess the impact social media has on celebrity culture. The researcher determined
qualitative research to be more beneficial as such little research has been carried out
in the area of celebrity social media being linked to PR. Subsequently, there are no
theories to test and no statistical information to aid in quantitative research.

Furthermore, little has been done by way of qualitative research to understand the
impact of social media on the celebrity industry and in particular, little or no research
has been carried out concerning its relation to PR. For the purpose of this study, the
research aims to gain knowledge of different perspectives of the impact social media
has on the celebrity industry.

27

3.3 Research Design

The research design is “a plan for selecting the sources and types of information used
to answer the research questions” (Cooper and Emory, 1995). As already noted, there
is a lack of previous studies examining the impact social media has had on celebrity
culture; the majority of studies have focused on consumers’ attitudes towards the use
of celebrity endorsements. The purpose of this research is to assess the impact that
social media is having on the celebrity industry and what effect this is having on the
PR industry as a whole.

A qualitative research design has been chosen for this research paper, as it has been
pointed out as being the most suitable strategy for exploring new areas of study.
Specifically, interviews and a focus group have been utilised to meet the research
objectives.

3.4 Data Collection Methods
The data for this research came from two distinct sources: secondary data and primary
data. Qualitative data collection methods were viewed as generating the greatest
results for this study, therefore making it the methodology that best supported the
purpose of this study. In pursuing the qualitative approach, semi-structured interviews
and a focus group were chosen as the main methods of primary research.

3.4.1 Secondary Research

A review of all relative secondai'y data is fundamental for any research. Saunders et
al. (2009) state that most research projects require a combination of both primary and
secondary data in order to answer research questions and meet the research objectives.
Secondary information consists of sources of data and other information collected by
others and archived in some form. These sources may include government reports,
industry studies, archived data sets and syndicated information services as well as the
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traditional books and journals found in libraries. Secondary information offers
relatively quick and inexpensive answers to many questions and is almost always the
point of departure for primary research (Stewart and Kamins, 1993). A researcher
should start off with secondary data and then proceed to primary data only when the
secondary data resources have been exhausted (Malhotra and Birks, 2000). Therefore,
the researcher decided to carry out secondary research first to develop a basic and
theoretical knowledge of the topic. The knowledge gained helped the researcher to
develop an understanding of the various outlooks surrounding the topic and aid in the
design of the interview procedures.

The secondary sources included accessing the CIT Library for books and research
published in academic Journals on relevant databases such as WilsonWeb and
EBSCOhost. Other sources included websites and journal articles. In using this
secondary data to assist with primary research, the researcher came across certain
disadvantages. There was a limited amount of published academic literature on the
area of celebrity culture; therefore the Internet proved to be a valuable source of
information. The researcher needed to be careful when selecting the appropriate
literature to ensure that sources were reliable and relevant to the topic.

3.4.2 Primary Research

Primary research is information which is collected for the first time (Chisnall, 1992)
and is carried out in order to back up specific research (Malhotra and Birks, 1999).

As this study is an exploratory study, conducting semi-structured interviews was
chosen as the most suitable method that would allow the researcher to gain an
understanding of people’s subjective experiences and to gain a richer qualitative data.
The researcher sought to understand the impact and the influence of social media on
the celebrity industry and how it affects the PR industry. Flexibility was required in
the inteiwiew process, as the researcher had respondents of different positions and
with different levels of experience; therefore the researcher did not know how
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prevalent the issues would be among the respondents.

As previously stated, the researcher conducted the interview having previously read a
considerable amount of literature to be suitably informed on areas such as the PR
industry, social media and celebrity culture. It was hoped that this would allow the
researcher to narrow down themes and questions and also that it would improve the
credibility of the interviewer and help establish trust with the respondents (Saunders
et al., 2003).

3.5 Interviews

Interviews yield rich insights into people’s biographies, experiences, opinions, values,
aspirations, attitudes and feelings. In order to achieve this, however, researchers need
to understand the dynamics of interviewing, sharpen their own use of the method and
understand the different methods of conducting and analysing the data, together with
an awareness of their strengths and limitations (May, 2001).

Interviews involve a set of assumptions and understandings about the situation, which
are not normally associated with a casual conversation (cited in Denscombe, 2007).
Although interviews can be used to collect straightforward factual information, their
potential as a data collection method is best exploited when they are applied to the
exploration of more complex and subtle experiences (ibid.).

“The purpose of interviewing is to find out what is in and on someone else’s
mind. The purpose of open-ended interviewing is not to put things in someone
else’s mind but to assess the perspective of the person being interviewed. We
interview people to find out from them those things we cannot directly
obseiwe” (Patton, 1990).

For the purpose of this study, the researcher chose to carry out semi-structured and
online interviews, these being the types of interviews for primary data collection. The
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researcher chose these interview types as they are particularly good for producing data
based on informants’ priorities, opinions and ideas, and identifying what the
candidates regeird as crucial factors in answering the research questions.

3.5.1 Semi-Structured Interviews

Semi-structured interviews are interviews that focus on a specific list of topics, while
allowing the exploration of unexpected facts and attitudes through its open structure
(Aaker et al., 1998; 191). Semi-stmctured interviews combine the flexibility of the
unstructured, open-ended interview with the directionality and agenda of the survey
instrument to produce focused, qualitative, textual data at the factor level (Schensul et
al., 1999).
Semi -structured interviews are designed to have a number of questions the interviewer
will ask prepared in advance, but such prepared questions are designed to be
sufficiently open so that the subsequent questions of the interviewer cannot be
planned in advance but must be improvised in a careful and theorised way (Wengraf,
2001). The interviewer is prepared to be flexible to let the interviewee develop ideas
and speak more widely on the issues raised by the researcher (Denscombe, 2007).

The researcher chose semi-structured interviews as they allow for the emergence and
exploration of insights during the interview. It also gives the interviewer the
opportunity to probe the interviewee for more detailed answers.

3.5.2 Online Interviews

An Internet interview, in its simplest form, consists of an exchange of email
correspondence (Denscombe, 2007). Other techniques include bulletin boards, chat
rooms or messaging services such as Yahoo! or MSN Messenger (ibid.). Denscombe
(2007) outlined a number of both positive and negative aspects that can arise from
conducting online interviews. He noted that the use of the Internet could enable
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information to be gathered from respondents that would have been difficult to contact
otherwise. Online interviews also allow interviewees time for reflection on and
consideration of a question. As the respondent has the freedom to answer the
interview questions as they deem fit, it may result in more thought-out and thorough
answers as the respondent is not asked the interview questions on the spot
(Denscombe, 2007).

There is, however, a significant component of the conventional interview that is
missing when using the Internet (Denscombe, 2007). There is a loss of visual clues;
this prevents the interviewer from picking up on important facial expressions and
other non-verbal communication that could be valuable in understanding the
interviewee's thoughts. There can also be a considerable time gap between the
questions and the answers. The time lapse can stultify the flow of interaction,
depriving the interview of its natural qualities (ibid.).

On the other hand, researchers conduct online interviews for a variety of reasons. One
obvious reason common to almost all online researchers is cost, since online
interviews can be planned and conducted without the time factor and expense of travel
(Salmons, 2010). In addition, online participants may be more relaxed as they are
communicating with the researcher in the comfort of a familiar environment.

Online interviews were chosen as a method of primary research for this study as the
researcher was interested in communicating with participants whose locations would
have made it unfeasible for them to be interviewed face-to-face. In addition, the
researcher considered it necessary to relate one of the data collection methods to the
nature of the topic, that of social media.

3.5.3 Gaining Access to Participants

Subjects were chosen based on their understanding and experience of the chosen
topic. They were chosen due to their expertise and knowledge of the issues and the
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researcher felt that the research questions could be answered appropriately by the
chosen candidates. One online interview was conducted and two semi-structured
interviews took place over a period of two weeks with the individuals who fitted the
criteria to answer the research questions.

The interviews were organised by sending introductory emails to the candidates,
which outlined general information regarding the researcher, the topic chosen and the
significance of the candidate’s participation. After initial contact was made with the
participants, another email followed with the attached interview questions for each
participant. Telephone calls followed up the emails to arrange the interviews at a time
and location convenient to both the researcher and the interviewees.

3.5.4 Conducting the Semi-Structured Interviews
The two semi-structured interviews took place between the months of July and
August. One was conducted at a hotel, in a formal setting of the candidate’s choice;
the other was at the candidate’s place of work. Both interviews lasted approximately
45 minutes and were recorded on a digital recorder, providing a permanent record of
the interviews. This method was used to allow the researcher to concentrate on the
interviewee and to take field notes throughout the interview (a list and description of
all candidates can be found in the appendices).

The author was careful when planning the questions to ensure that they reflected the
research questions. The author favoured semi-structured questions that were
applicable to each subject category, including PR, social media and the celebrity
industry. Many of the questions overlapped and were common to both participants,
while other questions were targeted specifically to the participant’s area of expertise.
For example, the celebrity was asked about their use of social media to promote their
brand online while the PR advisor was asked about how social media is affecting the
PR industry. The questions varied in detail and length and one candidate was asked
more questions than the other was.
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Following the intenhews, the researcher transcribed the recording in verbatim by
listening to the digital recording. Although this was time-consuming, it allowed the
researcher to obtain specific information and direct quotations from the interviews.

3.6 Focus Groups

A focus group is a form of qualitative research in which a group of people are asked
about their attitudes towards a product, concept, advertisement, idea or packaging.
Questions are asked in an interactive group setting where participants are free to talk
to other group members. In the world of marketing, focus groups are an important tool
regarding feedback on new products, as well as on various topics (Acquirements,
2008).
A focus group is a carefully planned discussion designed to obtain perceptions on a
defined area of interest in a pennissive, non-threatening environment. Focus groups
make particular use of group dynamics (Denscombe, 2010). They consist of a small
group of people who are brought together by a “moderator”, who is the researcher, to
explore attitudes, perceptions, feelings and ideas about a specific topic (ibid.).

The researcher chose to carry out a focus group for a number of reasons. The format
of focus groups allowed the moderator to probe the participants and there was also the
flexibility to explore unanticipated issues. Time limitations, the relatively fast results,
the low cost and the high face validity with the participants made this a good method
of collecting primary data for the researcher.

Compared to individual interviews, which aim to obtain individual beliefs and
opinions, focus groups elicit a multiplicity of views and emotional processes within a
group context (Morgan and Krueger, 1993). Focus groups can also be used as a
method of data collection in their own right or as a complement to other methods.
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3.6.1 Choosing the Participants

There are practical factors affecting the selection of people to join a focus group. The
participants need to be available, they need to live within reasonable travelling
distance, be willing to devote a few hours of their time to help with the research and
be able to attend on the date and time of scheduled focus group meetings
(Denscombe, 2010).

The method of choosing participants for the focus group was purposive sampling. The
members were selected based on who would provide the best information. The
candidates were chosen based on how they fit in with the topic of research. The
researcher knew the participants and selected them based on personal attributes that
were relevant to the purpose of the research. The researcher selected certain focus
group members deliberately to get differences of opinion; this was done to obtain a
divergence of views and experiences with the topic of research. The participants
already knew one another; this was done deliberately to make the focus group easier
to arrange and to avoid any awkwardness that may arise from introducing new people
at the beginning. This was to avoid taking up time and to encourage the researcher to
get the participants to open up and speak freely about themselves and their opinions.

The focus group was organised by contacting the participants through telephone calls
as all the candidates were known to the researcher. A location was chosen by the
researcher that was known to all candidates in order to make them feel at ease. The
focus group was arranged cit a time that was convenient for both the researcher and all
participants.

3.6.2 Conducting the Focus Group

The number of participants was decided as five on the basis of age and gender. This
was a sufficient number of candidates needed to take part for a satisfactory variety of
beliefs, attitudes and opinions. Any more participants would have made the focus
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group difficult to control. As well as this, due to time constraints, five was chosen as
the ideal amount of candidates.

The focus group was carried out in a quiet, relaxed environment to make the
participants feel at ease. Pennission was asked to record the focus group with a digital
recorder; this was to ensure that participants felt comfortable with this. A practice
recording was tried out and then played back to avoid any errors.

Ground rules w'ere established at the beginning to build rapport with the group before
the discussion began. The researcher gave an overview of the topic, the purpose of the
study and an idea of the types of questions that would be asked of the participants.
The focus group lasted approximately one hour and twenty minutes. Open-ended
questions were utilised as they were flexible and allowed the participants to give the
subject an in-depth treatment.

3.7 Data Analysis
The object of analysis is to determine the categories, relationships and assumptions
that inform the respondent’s view of the world in general and the topic in particular
(McCracken, 1988). Grounded theory was chosen as the method best suited for
qualitative data analysis in this research. The researcher utilised this approach as “the
procedures are designed to build an explanation or to generate a theory around the
core or central theme that emerges from the data collected” (Saunders et al., 2007).

The analysis process involved analysing the interview and focus group transcripts.
The initial transcripts were broken down and transcribed into meaningful and
understandable text. Transcription of the data involved transferring the data from a
Dictaphone into a literate format. The data was then reassembled and grouped
together to build categories of similar ideas. Documents were created of common
attitudes and beliefs, which were then labelled to facilitate subsequent analysis.
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The analysis gathered from the semi-structured interviews played an important role in
analysing the focus group. This approach helped to link the data from the interviews
with data from the focus group and to deepen the research of social media in the
celebrity industry and its effect on the PR industry.

3.8 Methods of Verification

To ensure the validity and reliability of this research paper, the paradigm of
triangulation was carried out. Triangulation is an approach to research that uses a
combination of more than one research strategy in a single investigation. By using
multiple data collection methods, researchers obtain a better picture of reality and a
richer and more complete array of theoretical concepts (Berg, 2009: 5). Triangulation
contributes to the confirmation of findings and completeness that is necessary in
qualitative research investigations.

External validity is concerned with establishing the domain to which a study’s
findings are generalisable (Yin, 2003: 34). In respect to this study, the discussed
aspects of the celebrity industry are generalisable to the Irish market. Aspects of the
study may have global references, as celebrity culture is a global phenomenon, but a
further study would be needed to compound this assumption.

To achieve this, representations from different areas of the research topic were
analysed. This included representations from the celebrity industry, public relations
practitioners, typical users within the sphere of social media and people with a general
interest in the celebrity industry. The semi-structured interviews were utilised in
conjunction with the focus group to ascertain different angles on the topic. The
researcher was careful to ensure that the participants chosen for the focus group and
interviews came from a variety of angles and opinions. The author believes that this
gives the researcher greater validity and reliability.
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3.9 Limitations

There is very little written on the subject of social media within the celebrity industry.
The researcher hoped to address this imbalance with the primary research that has
been carried out.

The scope of research was also limited during the data collection stage. The
researcher strived to get a larger amount of candidates from the PR industry as well as
people from the celebrity industry. However, conducting interviews with a
representative from every PR company as well as more celebrities and consumers
would have been impossible due to geographical, cost and time restrictions. This will
limit the findings as some candidates that were not interviewed may have revealed
some interesting findings through their opinions, beliefs and experiences of social
media and the celebrity industry.

To eradicate interview bias, the researcher ensured that the interviewees spoke their
mind for whatever length of time without interruption. On hearing the interviewee’s
responses, the researcher managed their tone of voice, body language and responses in
order to achieve a non-judgemental tone towards the responses of the interviewees.

3.10 Ethics
Ethical research should be the goal of all social researchers (Blaxter et al., 2008). The
researcher has a moral and professional obligation to be ethical in the research
process. The researcher has a responsibility to respect the rights, needs, values and
desires of participants.

The following emphasise the ethical conduct and responsibilities employed by the
researcher:
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1. All participants took part in the research voluntarily.
2. All participants were given a copy of questions via email before the interview
process.
3. The research objectives were articulated verbally and in writing so that they were
clearly understood by the participants.
4. The participants were asked for their permission to record the interviews and focus
group using a Dictaphone.
5. Transcriptions were made available to all participants.
6. Written information to proceed with the study was received by ail participants.
7. The final decision regarding the participants’ anonymity rests with the participants.

Therefore, the research is of a high ethical standard and the data was used only for its
stated purpose.
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Chapter 4

4. Research Findings and Analysis

This chapter presents the findings and analysis from the primary research in light of
the research objectives. The findings are supported by quotations taken from the
transcribed interviews and findings from the focus group. Analysis of the transcripts
identified a number of common themes that developed across the interviews and focus
group. Data will be discussed in relation to theoretical constructs outlined in the
literature review and organised according to each primary research objective. The
primary research objectives are:

•

To explore the phenomenon of social media.

•

To assess the impact of social media on PR.

•

To gain an understanding of the impact of social media on the celebrity industry.

The headings outline the general themes extracted from the interviews and focus
group data to develop the research findings.

4.1 Public Relations

Firstly, all interviewees were asked what their understanding of public relations was.
This was an important aspect as not all participants were from a public relations
background. This contrasted with social media in which all participants were
involved. All participants agreed that public relations involved the building of
relationships and communicating with the public. According to Pete Codella,
Codella Marketing:

“Public relations is about creating and maintaining relationships between an
organisation and publics on whom its success or failure depends.”
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Damien Mulley, Mulley Communications backed up this statement by saying,
“Public relations is working with people and getting people to put a message out
there.” Garry McCarthy, music producer agreed by stating, “Having good
relationships with my fans is a vital part of what I do. You need to get the public
aware of what you’re doing; by interacting with them through my website and
communicating with them, keeping them updated with my music, 1 manage to build a
good relationship with them, and having good relationships with them is critical.”

The literature contends that PR is the management function, through which two-way
communication can seek to develop and maintain mutually beneficial relationships
between an organisation and its key publics. This definition is relevant to the research
findings as they uphold the definition of Cutlip, Center and Broom (2006) that public
relations is about building relationships and communicating with the public.
Austin and Pinkleton’s (2006) concept that organisations should treat public relations
as the umbrella under which activities such as marketing and advertising occur, is
strongly supported by Pete Codella’s view that public relations is the umbrella under
which all of an organisation’s communication efforts fit.

4.2 Media Relations
All inteiwiewees expressed the opinion that social media complements traditional
media. Pete Codella believes:

“Just like video didn't kill radio, social media won't be the end of traditional,
mainstream media. It will augment it. Where traditional media outlets will get into
trouble and could possibly go bankrupt is if they fail to embrace and utilise social
media as a component of their publishing or broadcasting.”
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Damien Mulley points out:

“Look at all the journalists that are on Twitter nowadays. Journalists now have access
to different sources of information online; your traditional email pitch is not going to
be listened to unless it is good. It is important to note that social media is
complementing traditional media and there are some amazing opportunities out there
for the PR industry to take advantage of the changing methods of communication.”

He uses the example of Gerry Ryan’s death. “That was broken by a journalist,
showing that news is getting out there, and it’s getting out there through these
networks that are not owned or even controlled by traditional media, so the
infonnation is going out first on the likes of Twitter or Facebook instead of the Irish
Times website or the RTF website and that’s the big change that has happened.”

Solis and Breakenridge (2()()9) recognise the significance of citizen journalists. This
corresponds with the research findings, as all participants expressed their opinions
that social media complements the traditional mainstream media.

Pete Codella states, “Social media has made citizen journalism an everyday
phenomenon. It puts the tools in the hands of consumers to empower them with
technology previously only possessed by mainstream media - phones, camera, and
mobile audio/visual recording devices. Now, quite often, we first learn about breaking
news from Twitter, from an eyewitness, and then the “traditional media” picks up the
story and broadcasts it. Considering YouTube, organisations now have their own
online always-on TV channel. Short, inexpensive, unedited video can be uploaded to
the Web to promote products and services, address customer service needs and
entertain. Social media has turned the sharing of information into something everyone
and anyone can do and has left journalists with more of a role as a commentator and
philosophiser.”

All participants recognised the need to understand the blogging community and the
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impact this is having on public relations.

“The blogging platform, which I noticed around 2003, is very instrumental in shifting
us from a push to a pull method of communication. It is not as much about an
organisation pushing out information as about empowered consumers reaching out to
organisations they like and trust to pull the information to them, through either email
or text message alerts or RSS feeds.”
Pete Codella, Codella Marketing.

Damien Mulley agreed:

“I started blogging about ten years ago, and then there were 30 or 40 recognised
bloggers in Ireland. Back then blogging did not really have any power or influence on
people at that time. Maybe two and a half years ago it started to kick in that comments
that are left on blogs can be linked through other networks like Facebook, Linkedin
perhaps and Twitter, I think that’s when it really started to be driven home.”

He uses an example to back up his argument: “Brian Oberkirch did a blog post a
while back where he said that nowadays with the 38,000 followers he has, does he
actually need to pitch a story to a newspaper anymore, that he now has more people
following him than a newspaper he is pitching to has readers, and it’s that kind of
scenario that we are in.”

One participant from the focus group, who works in the PR industry, upholds the
belief that people in PR are still afraid to embrace the social media phenomenon and
that in their experience many practitioners are still using traditional methods as a way
of communicating. In that person’s work, they still use traditional methods and rely
heavily on photo calls and press releases. The participant believes that social media is
an add-on for the PR industry, as in some cases it is faster and cheaper to
communicate with particular audiences but believes that companies should use the
two of them together to make the company more effective instead of just using one or
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the other.

Pete Codella, Codella Marketing, expresses how he utilises social media to reach new
audiences: “I bring my traditional public relations training to the fore as I counsel
clients on ways to utilise technology to reach audiences directly, without relying on
media gatekeepers.”

It is believed among all participants of the focus group that social media is being used
by companies to target a younger audience. It is felt by all that traditional methods of
communicating reach a wider audience but using social media attracts the attention of
a more specific, younger target audience.

According to Turner (2004) the media’s production of celebrity has now become
sophisticated. Participants of the focus group directly expressed how they felt the
relationship between the media and celebrities has also changed. One participant
stated, “The media is obsessed with celebrity.” Another participant believes that
“nowadays people are famous for just being famous”, while ant^ther believes that
“individuals such as reality TV stars are not ‘true celebrities’, they are Just built up by
the press and given their 15 minutes of fame”. All participants agreed that the media
could make or break a celebrity. One participant gave an example: “One minute
you’re the nation’s sweetheart, the next you’re the country’s biggest villain, step
forward Kerry Katona.”

Another participant argued the point that although the media can be detrimental to a
celebrity’s reputation, often they can use a celebrity to bring a certain issue to light.
The life of Jade Goody discussed in primary and secondary data is a great example of
this. Media coverage at the time increased people’s interest in the story and prompted
young women throughout Britain to have cervical screening tests, and since her
diagnosis, the number of tests had risen by thirty percent.

Some critics such as Pringle (2004) disagree that the media has such a power and the
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literature states that the media are just giving the audience what they are interested in.
The findings show that most participants disagree with Pringle except for one in the
sense that “individuals such as reality TV star are not ‘true celebrities’, they are Just
built up by the press and given their 15 minutes of fame”.

The idea that social media is affecting the media relations in PR was confirmed
throughout all interviews, and corresponds to Future Exploration Network (2006)
which states that a symbiotic relationship has emerged between mainstream media
and social media. All participants agreed that, while traditional media will be here for
a long time yet, companies will need to adapt and change in order to survive the
changing environment.

4.3 Social Media
There was a strong agreement among participants that social media offers a wealth of
opportunities for companies.
“It is an amazing way for anyone to get a small or large bunch of interested people to
relate to them, to get people to buy something from them or it to could be to get them
to propagate a message.”
Damien Mulley, Mulley Communications.

Pete Codella agreed that establishing an online presence enables organisations to
connect directly with key influencers: “Social media exists as a way for technology to
connect people and organisations. Using technology, people can stay in touch from far
away locations. Social media even connects people from disparate backgrounds.
Social media allows the sharing of important and trivial information with the world at
the touch of a button. It is used to build online social networks, to support causes and
to inform.”
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Of the five participants who took part in the focus group, all participants agreed on a
number of advantages of social media, the main advantage being access to free
communication. The fact that social networking sites were free was a big attraction to
participants who wanted cheap, fast means of communication and interaction with
others. All identified that the advantage of social media for companies was the twoway communication between the company and its customers. The ability for the
participants to provide feedback to companies or brands or celebrities was also an
advantage. The participants all agreed that using socicil media was a way of keeping
up-to-date with news on companies or brands they were interested in.

The findings strengthen the analysis of Young (2006) who indicates that social media
has turned a previously passive audience into producers and distributors of media and
has allowed people to become an integral part of a company’s brand communication
and strategies.

The participants also identified a number of disadvantages of social media. The main
concern for them as users of social media was the issue of privacy and security. One
participant quoted a character from Criminal Minds who coined the phrase, “The
Internet is the first thing that humanity has built that humanity doesn’t understand.”
All participants worried about pictures, videos or music they had put up online which
will remain there forever regardless of whether they remove themselves from certain
social networking sites or not.
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4.4 Social Media and PR

All interviewees agreed that social media is having an effect on the PR industry.

“Social media has made good public relations much more relevant. Now organisations
are almost required to join online conversations in order to stay top of mind and
involved in influencing decisions about them. Social media has taken a limited
number of public relations channels and multiplied the number of channels available.”
Pete Codella, Codella Marketing

The study discovered that there are many advantages achieved by public relations
from engaging in social media.

“The good thing about social media is that it uses that idea of the Internet being an
ideal democracy, in that anyone’s voice can be heard and can be listened to and can be
propagated by other people. You can also use the tools that are out there where most
of them are free, getting a good valuable message that can go from zero to a million
people quickly.”
Damien Mulley, Mulley Communications

Garry McCarthy supported that opinion by stating, “Social media has definitely
allowed me to reach more people with my music. It has allowed me to get in contact
with other artists, build relationships with them and has given me the opportunity to
collaborate with people in the industry that I never thought I would have the chance to
work with. They also allow me to easily link up with people much quicker as opposed
to using traditional methods.”

Other advantages recognised by interviewees included the following: that social
media facilitates two-way communication, a strengthened customer service, it has
built a network of influencers, it helps manage reputations and opens up a whole
world of opportunities. The findings strengthen the study carried out by Wright and
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Hinson (2009) which indicates that a growing number of PR practitioners agree that
social media is changing the way in which organisations communicate. Similarly, as
identified by Breakenridge et al. (2009), social media represents a shift for public
relations practitioners to practice the two-way symmetrical model where the process
shifts to conversation-based interaction, which cultivates relationships, strengthens
customer service and increases brand recognition and loyalty.

However, there was one notable exception to the attitude towards social media and the
PR industry. Damien Mulley argued: “There is so much hype now about social media.
People feel like they have to be in social media to be connected but they do not
understand why. It’s one of the most hyped things in businesses maybe in the past 4 or
5 years, it’s used and abused by the same types of people that have used and abused
business coaching for years.” He also thought that, “In the last 3 years the rate of
change and the rate of new technologies have increased rapidly so it is very hard for
an industry that’s based on traditional media and good relationships with people to
adapt to these changes.”

4.5 Social Media and Celebrity Culture

One interviewee was asked to define the concept of celebrity.

“A celebrity is someone held up as an expert on a specific topic. They are well-known
and chased by a certain type of journalist out for sensational pictures or stories about
their private lives. Celebrity means broad awareness of who you are and what you do.
It means losing privacy to a certain extent. Celebrities are usually popular and benefit
from many perks and special treatment not offered to the common individual.”
Pete Codella, Codella Marketing

All participants of the focus group were asked to think of “buzzwords” when the
moderator mentioned the word “celebrity”. Words that arose included the following:
fame, a star, someone who gains media attention, publicly recognised, in the know,
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status, limelight, reality TV, 15 minutes of fame, worldwide, paparazzi, people in the
public eye, well known, high profile.

All interviewees agreed that social media has had an influence on the celebrity
industry. When the topic of celebrities was brought up among members of the focus
group, all respondents also agreed that they had all seen a growth in the amount of
celebrities using social media.

“We have seen some celebrities really take hold of Twitter. In addition, we have seen
many businesspeople become popular through blogs, books and speaking
engagements - they are now considered celebrities in their own circle of influence. I
believe social media can be used to promote celebrities just as it can be used for any
organisation, to spread the word and secure support.”
Pete Codella, Codella Marketing

Damien Mulley gave an example of how the relationship between the media and
celebrities have changed because of social media: “There was an interesting thing
done recently with Ashton Kutcher where he recorded how he and his wife were
being treated by the paparazzi and the press and posted the video up online, and this
was the first time that the relationship between celebrities and the media was
disrupted. From there, other celebrities saw the power of using a very quick platform
of interacting with people. This has definitely been a disruptive influence on the
media.”

All participants agreed that when celebrities use social media, it is much more
effective if used without the help of PR people or agents. Damien Mulley believes:

“You can get you people representing you and the interaction can be very boring;
people will still follow you because you’re a celebrity, there is no doubt about that,
but when you start using it yourself it will be quite obvious to people because there is
personality behind it, and people attach more value to it and feel closer to the celebrity
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and that’s the really powerful thing. There are many opportunities for celebrities to
use agencies and PR people to look after their accounts but I think it is not as
powerful. If it’s Justin Bieber’s agent telling his fans where he is at that time it can
come across as very robotic, whereas if it is him making it more personal it definitely
has the main advantage of him using it as a way of personal branding.”
Garry McCarthy explains how he interacts with his fans online and how he believes
social media is an effective way for promoting a celebrity’s brand online.

“On my web page I have an application where I can chat to my fans directly; this is a
great way for them to keep in contact with me by asking me questions, interacting
with me and giving me feedback on my music. I also post regularly on my Facebook
where they can leave comments if they wish, and I tweet on a regular basis so I can
interact with them in many different ways, they can send their email to my mailing list
and also send an email directly to my mail if they have any queries. By posting my
music online, it allows them listen to my new music exclusively and allows them to
download my latest releases online also.”
He adds, “Many artists out there are regular users of Twitter and it’s good to see them
keep in contact with the public and take an interest in what their fans are saying. It
gives me inspiration to follow other artists that I admire and see how they connect
with their fans and see their fans being so loyal to them. You see people like The
Game, who tweets to his fans and it shows them who he really is, it shows them that
he is still down to earth and still acting normal even with the success he has
achieved.”

Pete Codella agreed that social media was an effective way to promote your brand
online:

“Social media is one way for people to become aware of your brand. It is not the endall, be-all. However, it sure is powerful, immediate and available. Because the tools
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are ‘open source’, there's really no limiting factor on how you can use social media. It
is certainly an effective way to promote your brand.”

The participants of the focus group easily recognised the advantages in celebrities
using social media, which included: it is a good way to interact with fans, to get
feedback from fans, to attract more followers, it allows the celebrity to have more
control over their image, celebrities can speak directly to the public and promote
themselves as little or as much as they want to, and it allows them to manage their
reputation more.

Burns (2010) complements the abovementioned findings that social media has
allowed celebrities to regain some control of their online personas.
All participants agreed that although there are many advantages for celebrities using
social media, it also brings about many disadvantages:

“Depending on the celebrity, some of them should not use social media as they can
get themselves in trouble and also seriously harm their image, especially for those
who have very constructed images. There is also the fact that once you start using
social media, you've got an audience there that you have brought along with you that
you have to keep interested.”
Damien Mulley, Mulley Communications

Garry McCarthy agreed with this point and showed how this affected his use of social
media:

“The hardest thing is keeping all my social networking sites active. It is important to
keep them updated regularly so that your followers don't lose interest in you. Not only
that but you do open yourself up to negative criticism. A lot of celebrities nowadays
are doing too much too quickly; once you post that video or that picture it’s up on the
Internet for everyone to see which some people can live to regret.”
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The majority of the participants of the focus group were able to identify some
disadvantages that go with celebrities using social media. From a consumer’s point of
view, the participants felt that they can regularly be inundated with updates from
celebrities they follow on social networking sites. With an overload of infonnation
which is sometimes irrelevant, the participants admitted that it turns them off the
brand or celebrity at times and causes them to lose interest in the brand or celebrity.
This relates, as in the literature, to how celebrities often use “ghost twitters” to
communicate to the public. Bums (2010) states that this can make the relationship
between the celebrity and their fans a disingenuous one.

The participants of the focus group were asked to give their views on examples of
celebrities who had used social media tools to their advantage and promoted their
brand online, and other examples of celebrities who used social media in an
ineffective way which resulted in it being detrimental to their reputation or brand.

One participant mentioned the recent phenomenon of Crystal Swing. The band
became cin Internet sensation when their music video to He Drinks Tequila was
uploaded by bloggers across the world. International fame followed the family, who
appeared on the US TV show The Ellen DeGeneres Show. Ellen, who has more than
four million Twitter followers, posted a link of the YouTube video on her Twitter
page; others forwarded her post on the microblogging website, and the YouTube
video has now been viewed over 700,000 times. This example backs up the literature
of Burns (2009) who showed that people are now using these social networking sites
to become celebrities themselves, with Lily Allen being a prime example.

On the other hand, the former Baywatch star David Hasselhoff was used as an
example of when celebrity social media goes bad, as the actor became a YouTube
sensation when a viral video of his belligerent tirade hit the Internet in 2007.

All inteiwiewees were asked what they thought of the future of social media and the
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celebrity industry and how they feel it will affect the PR industry. They all believe
that public relations professionals will gradually embrace the new Web 2.0 tools and
embrace social media to enhance the practice of PR.

Pete Codella believes that “technology will continue to drive the way in which we
communicate, as people and in business. I think we'll see greater convergence in
services so instead of hundreds of social media providers, there may be just a dozen or
so that encompass many different ways of communicating and sharing information. I
think we're already witnessing a shift in Internet traffic away from Web pages and
towards serving apps to mobile devices. The Internet will be the delivery tool but the
platforms that utilise that tool will continue to evolve and change. Apple has led the
way with the iPod changing the music industry, the iPhone changing the mobile
phone industry and the iPad changing the publishing industry. We'll continue to see
more changes focused on digital tools and devices.”

Garry McCarthy backs up that statement by agreeing on keeping two-way lines of
communication open between the producers, the artists and the fans;

“ReverbNation is the latest leading online music marketing platform used by
thousands of artists worldwide, which allows artists, record labels and managers to
promote, grow and influence music online. I would love to see this scaled down to the
Irish industry which would really help promote people like myself who concentrate on
social media as a way of getting my brand out there. Nothing is more important to me
than my relationship with my fans and active users of this are the best way of
promoting my music on the Web; it just takes one person to like my music, post it on
their page and allow their friends and followers to be introduced to who 1 am and
what I do.”

Damien Mulley concludes by saying:

“Social media is not going to go away, and companies will think that they can wait for
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it to blow over and go back to using traditional means of marketing and
communications but that’s not going to work. I think there will be elements of social
media in any kind of communication, traditional or online, in the next couple of years
and the very clever companies will be the ones that can show that they have expertise
and years of experience and they can take that into social media.”

The focus group concluded with all participants establishing that for celebrities using
social media “any publicity is good publicity”.

The study concludes, in relation to both the primary and secondary data collected, that
social media is having a significant impact on the celebrity industry and is moving
public relations in a direction of more two-way communication and changing the way
in which organisations are communicating with their publics. A more detailed
conclusion of findings and the analysis of primary data will be discussed in the
following chapter.

To summarise, the researcher has put forward all information deemed relevant to the
stated research objectives. The findings and analysis of the objectives were presented
in line with the data analysis methods distinguished in Section 3.7, in the research
methodology chapter. The researcher related the findings back to the literature
deemed relevant to each of the objectives of this dissertation.
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Chapter 5

5. Conclusions and Recommendations

This chapter follows on from the logical reasoning in the analysis chapter. Clear
conclusions will be made in relation to the impact of social media on the celebrity
industry from a PR perspective. The conclusions and recommendations will be drawn
from the primary and secondary data that was compared and contrasted in the
previous chapter.

Recommendations will be given for future research as well as for the public relations
professionals engaging with social media and the celebrity industry; this will be based
on knowledge developed during the research process.

5.1 Conclusions
The purpose of this dissertation was to assess the impact of social media on the
celebrity industry from a public relations perspective. The ultimate conclusion of this
research is that social media is reinventing many aspects of the celebrity industry; the
research also concluded that the function of PR within this context also has an effect.
PR practitioners who are clued in to this new phenomenon of social media are reaping
the benefits. However, a gap also exists in the public relations industry, in terms of
embracing social media strategically. Both PR practitioners and celebrities are
experimenting with the platforms of social media and it can be concluded that many
are in the process of learning how to practice social media to the highest standards to
promote the brand or reputation of an organisation or a person. While some PR
practitioners and celebrities are utilising social media to good effect, others have
failed to embrace it fittingly.

PR practitioners are experiencing some significant changes in the industry at this time.
However, social media is still very much in its infancy along with the use of social
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media within the celebrity industry. People recognise that social media provides
essential improvements for both the PR industry and the celebrity industry and while
some are becoming true experts in the field, others are only beginning to experience
its full potential.

This study demonstrates that social media can have a positive effect on public
relations when it is applied successfully. Findings conclude that social media
facilitates two-way communication and show that social media is a natural fit within
the PR industry as it allows organisations to practice the tme definition of public
relations. Findings also show that celebrity and social media coincide with PR as
publicity, advertising and press eigentry are functions of PR (Cutlip et al., 2(X)6).

RQ 1

From the research, the following are the reasons why social media is an advantage to
organisations:

It allows interested people to relate to the organisation.
It enables an organisation to connect directly with key influencers.
It allows the sharing of important and trivial information.
It supports and informs the public.
It provides access to fast and cheap communication with others.
It provides two-way communication between organisations and customers.
It allows customers to provide feedback.
It allows organisations to keep up-to-date with news on other companies or
brands.

However, many disadvantages were also noted; in particular; the privacy and security
issues that surround participating in and interacting on social networking sites. In
addition, the overuse of social media can sometimes have a detrimental effect on a
company’s brand or reputation.
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RQ2

Findings conclude that there are many ways in which social media is affecting the PR
industry. These include:

Social media has made public relations much more relevant.
It has multiplied the number of communication channels available for PR.
It facilitates two-way communication.
It strengthens customer service.
It helps to manage reputations.

Research findings indicate that many PR practitioners are utilising social media to
good effect through the use of two-way symmetrical communication. Grunig and
Hunt’s (1984) two-way symmetrical model represents a shift for PR practitioners to
conversation-based interaction. This study has found that the evolution of
communication can strengthen customer service, increase briind recognition and
develop brand loyalty.

Through the analysis of primary data, it was concluded that the blogging community
is having an impact on public relations. The blogging community is contributing to a
shift from a push to a pull method of communication. It can be concluded that a
number of PR practitioners have built up good relationships with the blogging
community, which have proved valuable at times. However some professionals have
yet to utilise blogger relations to their full effect and many still decide on traditional
methods. Research has led the author to conclude that social media is an effective
add-on to the PR industry and should be used in conjunction with traditional methods
of communication.

The study shows that there was one notable exception to social media within the PR
industry - the hype that surrounds the social media phenomenon. This study has
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demonstrated that many PR practitioners are beginning to embrace social media in
their practices but without understanding why. It can be concluded that the rate of
change in technologies over the last few years has made it difficult for the PR industry
to adapt to these changes. Another challenge has been to change the attitudes of
clients in an industry that is based on traditional media.

RQ3

Research findings show that social media is impacting on the celebrity industry in a
number of ways. Findings show the following:

•

A collective agreement of an increase in celebrities using social media.

•

A difference in the relationship between celebrities and the media.

•

A change in the relationship between celebrities and the PR industry.

•

The influence of social media on the celebrity industry.

Through findings from the secondary data, it was concluded that there has
unquestionably been an increase in the growth of celebrities engaging in social media.
Statistics prove that nowadays more and more celebrities are joining social
networking sites. Secondary data show that among the top 10 most popular Facebook
pages were a variety of celebrities including actors and musicians.

It can be concluded that the relationship between celebrities and the media has
changed. It has become more sophisticated. The media can now be detrimental to a
celebrity’s reputation but on the other hand it can also highlight important cases; the
Jade Goody cervical cancer example shows how media attention of her case brought
cervical screening to the attention of a vast number of people.

Research findings show that there has been a change in the relationship between PR
and celebrities. The literature states that much of the PR role in celebrity focuses on
publicity, media relations and promotions, and L’Etang (2008) believes this has
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resulted in bad press for public relations because of this association. However, others
argue with this, including Rojek (2010) who believes that no celebrity nowadays gets
recognition without the help of public relations. It can be concluded that celebrities
and PR are associated, but that this is a small element of the global PR industry.

On the subject of celebrities and social media, through the analysis of primary and
secondary data, it is evident that there are several advantages and disadvantages for
celebrities using social media. Advantages include the fact that social media has
fostered our interest in celebrity culture, and there is now such a vast range of media
sites for a celebrity to emerge from that it makes it almost impossible for people to
ignore celebrity social media. Consumers now have the chance to engage with
celebrities through a range of different social media. Celebrity gossip blogging has
risen, as well as people writing about celebrities becoming famous themselves, i.e.
Perez Hilton.

Celebrities now have the chance to communicate better with fans through social
networking sites such as Twitter, where they have the chance to gain back some
control over their online reputation or personas. Research indicates that there also
disadvantages that come with celebrities engaging in social media. These include
harming their image, keeping the audience they have gained interested, opening
themselves up to negative criticism and “ghost twitters” making the relationship
between celebrities and their fans a disingenuous one.

To ultimately conclude, the author feels that both the PR and celebrity industry will
see significant improvements over the next couple of years towards the adoption of
social media. There is a strong determination of both industries to learn how to
practice and understand social media effectively. From this study, it is apparent that
there is a lack of literature and little infomiation in public relations texts in reference
to the subject of celebrity and social media. The advent of social media will continue
to affect the celebrity industry, and social media will continue to move public
relations in a direction of more two-way communication, thus allowing both
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celebrities and PR practitioners to communicate more effectively with their publics.

Thus, the findings from this research provide significant insights into the impact
social media is having on the celebrity industry from a public relations perspective
and thus, thoroughly resolve the research question of this dissertation.

5.2 Recommendations

5.2.1 Recommendations for Social Media and Public Relations

•

The author recommends that PR practitioners exercise two-way symmetrical
communication when embracing social media. Some PR practitioners are using
social media as a broadcasting tool; the next group of practitioners will use social
media as a listening and communicating tool.

•

Research shows that social media usage is increasing. Therefore, PR practitioners
need to be more open to embracing social media in order to stay ahead of the
technological curve. Resources should be made available as this could mean the
difference between winning and losing clients in the future.

•

The necessary skills are needed to be successful in the world of social media. It is
important for PR practitioners to constantly be educated on all the skills needed to
embrace social media to the highest standards. Practitioners need to be innovative
and stay on top of the latest and greatest to be one step ahead of competition.

•

PR practitioners need to build social media into their communication strategy.
They need to set measurable objectives in advance to effectively measure the
results of how social media is affecting their communication strategy.

The Internet is so dynamic and changing at a rapid pace that there is a need for
continuous research to determine how the PR industry has developed in six to
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twelve months. Further research could look at the nature and extent of social
media measurement in the PR industry in 2011.

5.2.2 Recommendations for Social Media and Celebrity

•

Currently, limited research exists on the role of social media and the celebrity
industry from a public relations perspective. This was found to be a challenging
factor for this study and further research is highly recommended.

•

Media relations and celebrity will continue to be a volatile and changing
relationship. The relationship between the PR industry and the media in
connection with the celebrity industry could be studied further and could be an
idea for future research.

•

The disadvantages of social media and the celebrity industry were only looked at
to a certain extent; however, an examination of many of the disadvantages
outlined could be an idea for future research, particularly how the negative aspects
affect the celebrity.

•

It is encouraged that celebrities would write their own content online and actively
engage with their followers, not the PR agent or publicist. This will allow a
greater connection to be made between the celebrity and their followers.

•

It is important for celebrities to keep the two-way lines of communication open
between themselves and their followers. It is not enough to just speak to the fans.
It is important for celebrities to interact and communicate with their fans and
social media acts as a good platform for this to occur.
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Final Words

The research study has led the author to conclude that from a public relations
perspective, social media is having a considerable effect on the celebrity industry, and
the author hopes this study will contribute to future exploration of this subject.
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Appendix A
Introduction Email

Dear

My name is Jessica O’Sullivan and I am currently completing my dissertation for the
MA in Public Relations with New Media in Cork Institute of Technology. The
dissertation is centred on assessing the impact social media is having on the celebrity
industry and how it is affecting the role of public relations.
1 am looking to arrange an interview with you as with your experience, I would like to
get an insight into your opinion on this topic as research for my dissertation.
I look forward to hearing from you.
Kind Regards,
Jessica O’Sullivan
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List of Participants

The table shows all participants involved in the data collection process.

Interviews

Damien Mulley

Mulley Communications

Pete Codella

Codella Marketing

Garry McCarthy

Music Producer

Focus Group

Amy Meehan

Public Relations Officer

Ronan Malone

Marketing Student

Mark Dineen

Social Media Manager

Jenna Pyne

Consumer

Amy Clarke

Consumer
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Appendix B
Interview Transcripts
The interviewee’s responses will be presented in standard text.
The interviewer’s questions will be represented in italics.

1. Interview with Damien Mulley - Online PR and Marketing Advisor.
2pm, 12*** August 2010.
Clarion Hotel, Cork.

Hi Damien, thank you for joining me today. Can I start off by asking you what is
your understanding ofpublic relations?

Well 1 think it all depends really on how you see it, whether you're in the industry or
outside the industry. Ed Bernays, who started it all, needed another word for
propaganda, so he came up with public relations, the clinical element of using the
people to propagate a message that you've created, not that they’ve created, so to me
public relations is working with people and getting people to put a message out there.
Nowadays I think it’s about people taking that message and adding their own bit to
that message, or taking the story that you have given them and they add their own bit
to the story or reinterpret it. It’s using certain people that have more reach than
yourself, giving them good information that they can use or find useful and then they
send it out.

What are your views on social media?

It’s one of the most hyped things in businesses maybe in the past 4 or 5 years, it’s
used and abused by the same types of people that have used and abused business
coaching for years, the year 2000 bug, WAP, mobile media, all that kind of stuff. My
take on social media is that it is an absolutely amazing way for anyone to get a small
75

or large bunch of interested people to relate to them and to get them to work with
them, that could be to get these people to buy something from them or it could be
again to get them to propagate a message. It’s all about that social part of the media,
working with people and actually starting to build proper relationships with them. The
good thing about social media is that it uses that whole idea of the Internet being an
ideal democracy, in that anyone’s voice can be heard and can be listened to and can be
propagated by other people. And another thing is, while you can spend a lot on social
media, you don’t have to; you just use the tools that are out there where most of them
are free, getting a good valuable message that can go from zero to a million people
fairly quickly.

Some of the big changes we see nowadays are people using social media to break
news, a lot of edgy stuff you didn V see before, what^s your view on this?
Yeah, I agree, it’s interesting, there was a guy, Brian Oberkirch, he did a blog post a
while back where he said that nowadays with the 38,000 followers he has, does he
actually need to pitch a story to a newspaper anymore; that he now has more people
following him than a newspaper he is pitching to has readers, and it’s that kind of
scenario that we are in, so that’s what’s happening now, all that information is
breaking first on these social networking sites. Gerry Ryan’s death was broken by a
journalist, but it’s showing that news is getting out there, and it’s getting out there
through these networks that aren’t owned or even controlled by traditional media, so
the information is going out first on the likes of Twitter or Facebook instead of the
Irish Times website or the RTF website and that’s the big change that has happened,
where there is all these new tools, and they can be good or bad; it encourages people
to get information out quickly instead of analysing information first, and now it’s a
race to be first instead of a race to have good quality. I guess that’s always been the
nature of newspapers and media anyway, being the first to get it, all these exclusives,
breaking news, have been around for years before social media came about.
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What effect do you think this is having on the PR Industry?

I worked for the Sunday Tribune a few years ago and Fm still on their mailing lists
from PR companies, Fm getting their mailing every day, and you’re still seeing the
same kind of traditional pitch and you’re looking at this stuff thinking, “All this
information has already been seen on social media, it’s irrelevant” or “There’s other
news out there getting my attention” and I think that’s a big challenge of social media,
online media. People talked about the changes that it would bring out for years and
years, so say in the last 3 years the rate of change and the rate of new technologies
have increased rapidly so it is very hard for an industry that’s based on traditional
media and good relationships with people, there aie certain amounts of people that
have to adapt to these changes and have to appeal to the mass people and not just
journalists. But there are huge opportunities there at the same time, look at all the
journalists that are on Twitter nowadays. Journalists now have access to different
sources of information online; your traditional email pitch isn’t going to get listened
to unless it’s good, but as I said there are some amazing opportunities out there for the
PR industry to take advantage of the changing methods of communication. It is
important to note that social media is complementing traditional media and there are
some amazing opportunities out there for the PR industry to take advantage of the
changing methods of communication.

Do you think social media complements or conflicts with mainstream traditional
media?

I think it can complement; you can look at it two ways, you can say that social media
is more important than traditional media or you can say it’s the other way around
where they complement each other.
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When do you think this change started to come about? What was the turning point
for you to start taking note that online PR was the way to go? Do you think
blogging had something to do with it?

I started blogging about ten years ago, and then there were 30 or 40 recognised
bloggers in Ireland. But then blogging didn’t really have any power or influence on
people at that time. Maybe two and a half years ago it started to kick in that comments
that are left on blogs can be linked through other networks like Facebook, Linkedin
perhaps and Twitter, I think that’s when it really started to be driven home. The
Americans were trying to push it for years and then the rest of the world started
catching on after that.

Would you think that a social networking site where you can post just 140
characters would become such a popular way of personal branding? What are your
thoughts on celebrities using social media as a way ofpersonal branding?
There was an interesting thing done recently with Ashton Kutcher where he recorded
how he and his wife were being treated by the paparazzi and the press and posted the
video up online, and this was the first time that the relationship between celebrities
and the media was disrupted. From there, other celebrities saw the power of using a
very quick platform of interacting with people. This has definitely been a disruptive
influence on the media. Even those celebrity websites like TMZ and Perez Hilton and
the likes; in a way it’s giving more power back to what you would have considered a
very powerful class or an elite class with lots of power, which would be celebrities. At
the same time they’re walled off in their homes where they can’t actually tell the
public what’s going on. That’s the way I’ve seen celebrities up to now, they couldn’t
talk to the public, whereas now with social networks they can talk to people directly,
with Twitter in particular, they can put their own thoughts out there without their
agents sitting next to them.
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But what about the celebrities then that have their agents controlling their accounts
for them, ^^ghost twitters*’ as they are called?

Yes, there was an interesting comment on Twitter recently about Ryan Tubridy, when
I was on his show a year ago with Suzie Byrne he wanted us to talk about social
media and Twitter, he claimed it was rubbish, and then his show joined Twitter and it
attracted nearly 1500 people following and then they announced that Tubridy himself
got an iPhone and that he would be using Twitter from here on in, and the following
went from that 1500 to nearly 4000 in the space of a day and has kept growing ever
since. I think that’s what happened. You can get yourself people representing you and
the interaction can be very boring; people will still follow you because you’re a
celebrity, there is no doubt about that, but when you start using it yourself it will be
quite obvious to people because there is personality behind it, and people attach more
value to it and feel closer to the celebrity and that’s the really powerful thing. There
are many opportunities for celebrities to use agencies and PR people to look after their
accounts but I think it is not as powerful. If it’s Justin Bieber’s agent telling his fans
where he is at that time, it can come across as very robotic, whereas if it is him
making it more personal it definitely has the main advantage of him using it as a way
of personal branding.

And what about the disadvantages of celebrities using social media?

Depending on the celebrity, some of them should not use social media as they can get
themselves in trouble and also seriously harm their image, especially for those who
have very constructed images. There is also the fact that once you start using social
media, you’ve got an audience there that you have brought along with you that you
have to keep interested.

79

Do you think it is working for people who use social media to promote themselves
online?

Well, for me personally, all my work comes through referrals or through reputation so
I don’t solicit work from anyone, it’s all inbound and a huge percentage of that is as a
result of people on Twitter or Facebook or them reading my blog. There are definitely
opportunities for celebrities to start off. even small, just to constantly feed people with
information online. There is a guy called Kevin Kelly who wrote a piece a while back
called “1000 True Fans” and the idea is that nowadays if people want to make a
comfortable enough living as an artist, you don’t go to record companies and go
releasing albums on labels, it should be more about building relationships with your
fans, the idea is that you treat them well and keep them interested. It’s the same for
celebrities, early on they should start working with social media and build up their
following slowly and, as they grow, keep on mentioning their accounts; it’s important
to always reference how you can follow me on Facebook or Twitter and you’ll
possibly find that you can get more work because people will say “does my following
have a following” so if you get them, they will possibly tweet about you or blog about
you also.

Eoin Purcell, who has his own publishing company, stated that for a publisher, if you
the blogger have an existing audience, people that read your blog or follow you on
Twitter, then that’s a big advantage for the publisher because you can let people know
about the book in advance, and you have already connected with people who are
interested in you or your products or services and that’s brilliant for a publishing
company because again a true fan will tell other people, and it’s the same for a
celebrity where it’s your fans who a lot of the time can build you up.

Do you think celebrities can overuse social media?
Well I saw recently the media reaction after Jim Carrey posted his breakup with Jenny
McCarthy on Twitter; he didn’t have to go through any PR people whatsoever and
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you can very much control your message in 140 characters and send it out there. If
you look at Dan Boyle and the Willie O’Dea controversy on Twitter, it was well
manufactured and he knew the reaction he was going to get with his tweets so you can
say something on Twitter and cause controversy and gain a lot of attention and you
don’t have to respond to it if you don’t want to. But then you’ve got the people that
maybe don’t see the potential for the damage or the propagation of a message so if
they overshare, it can be detrimental to their image. So maybe celebrities, because
they don’t interact with the general public as much, might use social networking and
think what they are doing is good for their image but in fact damage can still be done.

How do you think it is affecting media relations with celebrities?
You see sites such as the Huffington Post and sites like Mashable who are racing to be
first with information and a lot of the time it can be wrong, but they need to be first
and they need to generate that traffic and get controversy. In media now, it’s not just
about being first with the news but it's about being the first to give a proper eligible
take on the news. This where the real value in the media lies; it’s not about the
breaking of that news and being first to give a unique take on it, it’s about the quick
high of a celebrity headline compared to something much more, the difference
between a can of Coke and a proper meal in a restaurant.

So to sum up, how do you think it^s all affecting the PR industry as a whole?

There seem to be a lot of companies that are in PR at the moment that are not doing
well. For the likes of them, possibly their days are numbered as they don’t understand
where the market is and where the publics are; whereas there are other companies
who understand the social media scene who are supplementing social media with
traditional media or the other way round and I think that kind of stuff works quite
well. I do think there are massive opportunities for PR companies in the future if they
see the connection with social networks and social media because the advertising
industry is going down, marketing is not working as well because people are sick of
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the same old messages and the same books and all of that. So with social media, there
is a huge market out there for getting people to propagate your message, it helps
manage your reputation and also opens up a whole w'orld of opportunities.

So where do you see it all going in the future?

1 guess there are a few things; there is so much hype now about social media. People
feel like they have to be in social media to be connected but they don’t understand
why, so there may be some backlash against it like everything else, like the Y2K bug.
But it’s not going to go away and companies will think that they can wait for it to
blow over and go back to using traditional means of marketing and communications
but that’s not going to work. I think there will be elements of social media in any kind
of communication, traditional or online, in the next couple of years and the very
clever companies will be the ones that can show that they have expertise and years of
experience and they can take that into social media. The good thing about social
media is that a lot of people that are using it have no background in marketing or
communication; they’re creating new' metrics. The models that have been used in
communications, the whole psychology behind communications; all that experience is
in traditional PR and marketing companies and not a lot of it is online. A lot of the
people using social media now are from a tech background, they don’t understand the
human relationship aspect of it, they understand the mechanical tools of it. So if 1 was
a PR company, what I would be doing would be trying to acquire the technical people
and trying to work with them and then bringing in the massive amount of experience
of marketing communications and bring that in, and that should work very well as a
result. There will be companies that will do that and they will rapidly own a large
percentage of marketing communications online and, if everybody is online, it will
mean they will have a lot of power as well.

Thank you, Damien, for taking the time to chat with me, greatly appreciated.
No problem Jessica, good luck with the rest of your dissertation.
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2. Online Interview.
Pete Codella - Codella Marketing.
Public Relations, Social Media and Marketing Advisor.
20**^ August 2010 - Email.

What is your understanding of public relations?

Public relations is something 1 studied in school in the early 199()’s. I’ve been
practicing public relations, marketing and business communication full-time since
1995. To me, public relations is about creating and maintaining relationships between
an organisation and publics on whom its success or failure depends. I believe the
relationship building nature of public relations sets it apart and makes it the umbrella
under which all communications occur. Marketing is rooted in transactions.
Advertising is about branding, awareness and transactions. Public relations is the
umbrella under which all of an organisation's communication efforts fit.

What is your definition of a celebrity?
A celebrity is someone held up as an expert on a specific topic. They are well-known
and chased by a certain type of journalist out for sensational pictures or stories about
their private lives. Celebrity means broad awareness of who you are and what you do.
It means losing privacy to a certain extent. Celebrities are usually popular and benefit
from many perks and special treatment not offered to the common individual.

What do you think the purpose of social media is?

Social media exists as a way for technology to connect people and organisations.
Using technology, people can stay in touch from far away locations. Social media
even connects people from disparate backgrounds. Social media allows the sharing of
important and trivial information with the world at the touch of a button. It is used to
build online social networks, to support causes and to inform. It's difficult now to
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imagine a society that's not able to easily search out and freely share information with
the rest of the world.

There’s been a lot of changes going on in the world of PR as of late^ with social
media obviously bringing some huge changes to the table. So can you tell me, in
your opinion, how social media has brought about changes to the world of PR?

Social media has made good public relations much more relevant. Now organisations
are almost required to join online conversations in order to stay top of mind and they
are involved in influencing decisions about them. The conversation is there, whether
the organisation chooses to participate or not. What social media has done is to
provide an inexpensive way for organisations to learn what constituents are thinking,
thank them for praise and deal with criticism. Social media has taken a limited
number of public relations channels and multiplied the number of channels available.
Along with providing direct access to customers, it has strengthened customer service
and built a network of influencers and helped facilitate two-way communication.

Some of the big changes we can see are people breaking news through the use of
social media, i.e. Twitter, Facebook etc, a lot of edgy stuff that you did not see
before. What is your view on this?

Social media has made citizen journalism an everyday phenomenon. It put the tools in
the hands of consumers to empower them with technology previously only possessed
by mainstream media - phones, camera, mobile audio/visual recording devices. Now,
quite often, we first learn about breaking news from Twitter, from an eyewitness, and
then the “traditional media” picks up the story and broadcasts it. Taking YouTube into
account, organisations now have their own online always-on TV channel. Short,
inexpensive, unedited video can be uploaded to the Web to promote products and
services, address customer service needs and entertain. Social media has turned the
shanng of information into something everyone and anyone can do and has left
journalists with more of a role as a commentator and philosophiser. Then again, even
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people can comment and share philosophies on current trends, but trained journalists
have an opportunity to present both sides without bias, ensuring factual, accurate
reports. That's not something expected of citizen journalists. But sadly, even
mainstream traditional media have done more to sensationalise and skew their
messages to one point of view over another.

Mainstream media is now changing, there are less people using traditional media to
break news headlines, a lot more seems to be done via online. What effect do you
think this is having on the PR industry?
The biggest impact on public relations in this regard is that organisations can selfpublish. It’s not necessary to have a major network share your news. You can do it on
your own. You can use tools like blogs, online newsrooms, Facebook, YouTube,
Twitter and Flickr. What public relations professionals used to rely on traditional
media to share with their key publics, they can now do directly.

How important do you think online promotion is compared to traditional methods?
I believe that today, online promotion is the foundation of all promotion. We live in a
digital age. An organisation must first secure its digital presence, expand its digital
footprint, before engaging in more traditional, older methods of promotion.

Do you think social media complements or conflicts with mainstream traditional
media?

Just like video didn't kill radio, social media won't be the end of traditional,
mainstream media. It will augment it. Where traditional media outlets will get into
trouble, and could possibly go banknapt is if they fail to embrace and utilise social
media as a component of their publishing or broadcasting.
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When do you think this change/phenomenon started to come about? What was the
turning point for you to take note that online PR was the way to go?

For me it was in the early 2()00’s. It was when I was working at a public relations firm
in Las Vegas and was charged with creating websites for clients. It was clear to me
then that the best way to control a client's message and reach their most important
audience members was through the Internet. That was really before the advent of
blogging and social media. The conversation was still largely one-way. But by 2004
or so, the shift to multi-way conversations with companies no longer being the
dominant voice in conversations, was very apparent to me. Now I say that I practice
digital public relations because I focus on utilising technology to share key messages
with key audiences at the right time. I bring my traditional public relations training to
the fore as I counsel clients on ways to utilise technology to reach audiences directly
without relying on media gatekeepers. The traditional media will come along if
enough people are exposed to your message. So many times, the nightly news
broadcast stories based on popular YouTube videos or information first exposed on a
blog. Those channels and sources are now part of traditional news reporting.

Do you think blogs had something to do with it? The reason I say this is because
about 2 years ago when blogs were beginning to become populacy it wasn^t just for
publishing content, it was because people could comment on them.
Yes. The blogging platform, which I noticed around 2003, is very instrumental in
shifting us from a push to a pull method of communication. It's not as much about an
organisation pushing out information as about empowered consumers reaching out to
organisations they like and trust to pull the information to them, either through email
or text message alerts or RSS feeds.
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Nowadays you see the consumer becoming the publisher of the content^ the likes of
Perez Hilton and other celebrity gossip sites like TMZ.com etc., are now the sites
where celebrity news stories are broken as opposed to traditional news media. What
are your thoughts on this?

Like it or not, there are consumers or plain old regular folk who know more about
specific topics than professional journalists. They may be better connected and more
“in the know’*. We now live in a time when good stories can come from just about
anywhere, where superstar singers are made on reality TV and Las Vegas headline
acts are voted for by the American people in a summer-long aired television special.
There are so many players in the mix now that it's really impossible to stay up on
everything.

You see social networking sites, i.e. Twitter, becoming a means of personal
branding for certain celebrities. Do you see advantages/disadvantages of this as a
way ofpersonal branding?
In college, I was interested in the performing arts. 1 worked in the New York/New
Jersey cirea for a couple years after college and was eligible to join the Actors’ Equity
Union - but never did. With social media tools, today's young aspiring perfonners do
as much for their careers as any agents do - by posting videos on YouTube, images in
a blog or on Facebook, or writing about their experience and passion for performing
in a blog. The social media tools most certainly allow the common individual to build
an online presence and gain mindshare in ways that previously were unavailable. For
business, 1 think technology is a great equaliser. As a one-person public relations
consultancy, I can have as much online presence as a multi-million dollar firm if I
know how to use the tools correctly.
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What is your opinion on the effectiveness of social media as a means of promoting
celebrities?

We have seen some celebrities really take hold of Twitter. In addition, we have seen
many businesspeople become popular through blogs, books and speaking
engagements - they are now considered celebrities in their own circle of influence. I
believe social media can be used to promote celebrities just as it can be used for any
organisation, to spread the word and secure support.

Can you tell me about how you use social media as a way of promoting your own
brand?

I use networking in Linkedin and on Facebook to reach out to business prospects. I
use publishing on Twitter as a way of expanding my reach and I promote the content
on all my online channels. I use YouTube to display a music video I produced to show
how I apply social media strategies and tactics to help clients expand their digital
footprint. Probably most importantly, I blog at petecodella.com about digital public
relations, and providing tools and resources along with a commentary for those who
follow my blog. And I use tools to make my publishing more efficient, so when I post
a new blog entry or press release, it's automatically posted on my Facebook page and
on Twitter.

Do you think it is a more effective way for people to become aware of your brand?

Social media is one way for people to become aware of your brand. It is not the endall, be-all. However, it sure is powerful, immediate and available. Because the tools
are “open source”, there's really no limiting factor on how you can use social media. It
is certainly an effective way to promote your brand.
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Do you think people can overuse social media?

People can get carried away, sure. Bui if they're willing to publish something on
social media, I don't really see that it can be overused. What I may consider abuse,
someone else may consider good publicity. I'm not a fan of automatic direct messages
on Twitter, or email for that matter. But plenty of people use that tool. For me, it all
goes to your primary reason for using social media in the first place. If you're using
the tools to accomplish your goals, then it's not overuse.

Any examples?
I can think of poor examples, but not really examples of overuse. The Domino’s Pizza
employees that posted a video on YouTube of them playing with ingredients and
making food to serve to customers is pretty disgusting. But in that instance, the fact
that they posted the video at least exposed the type of people they were and allowed
Domino’s to locate and fire them.

Any celebrities strike you for using social media most effectively?

Ellen and Ashton Kutcher on Twitter. Oprah played around with Twitter, but she
really didn't use it a lot - she didn't have to. She's already got a huge following. Of
course, so do Ellen and Ashton, but they seem to really enjoy the bully pulpit Twitter
provides.

And least effectively?

I admire how Chris Brogan has built a career using social media. He's a business
celebrity, but not a Hollywood celebrity.
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How do you think all of this is affecting the PR industry?

Social media is a tool in the public relations toolkit, but it's not the only tool. What
social media has done is it has expanded the services that can be performed by public
relations practitioners. It has provided a boost for PR activities and has allowed
trained PR folks to do even more for clients and employers.

Where do you see it going in the future?

Technology will continue to drive the way in which we communicate, as people and
in business. I think we'll see greater convergence in services so instead of hundreds of
social media providers, there may be just a dozen or so that encompass many different
ways of communicating and sharing information. I think we're already witnessing a
shift in Internet traffic away from Web pages and towards serving apps to mobile
devices. The Internet will be the delivery tool but the platforms that utilise that tool
will continue to evolve and change. Apple has led the way with the iPod changing the
music industry, the iPhone changing the mobile phone industry and the iPad changing
the publishing industry. We'll continue to .see more changes focused on digital tools
and devices.

I hope this helps. It's all I've got time for tonight. Feel free to edit as you see fit or ask
any follow-up questions where needed.

~ Pete
Pete Codella I Accredited in Public Relations
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3. Interview with Garry McCarthy - Online music producer.
5pm, 9**’ August 2010.
University College Cork.

Garryy thank you for joining me today. As a keen user of social medUiy can you tell
me a little about the social media tools you use?

Well, I try and use as many of them as I can. I started off using Bebo as that was the
most popular social networking site at that time, I now use Facebook, online forums
such as People's Republic and also MySpace. 1 also think YouTube is a great social
networking site that has allowed me to post my music videos online and allowed my
followers to comment back on my videos.

How did you get into using social media as a way of promoting your music?
Well, with Bebo, I was one of the first to use the Bebo Band application. I managed to
gain about 4()()0 fans using that, and then when Facebook began to become more
mainstream, 1 set up a Facebook fan page where 1 began to promote my music by
uploading tracks on there.

So what do you think the benefits of using these social media tools are?

Social media has definitely allowed me to reach more people with my music. It has
allowed me to get in contact with other artists, build relationships with them and has
given me the opportunity to collaborate with people in the industry that I never
thought I would have the chance to work with. They also allow me to easily link up
with people much quicker as opposed to using traditional methods.
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Do you think these social networking sites are a good way of driving your profile
and promoting your music?

Most definitely, I had the advantage of coming from a multimedia background; I think
this helped as I had experience in the areas of how I wanted my website to look and I
managed to have the tools available to me to enable me to produce a website the way I
wanted it to look. This helped when it came to designing my MySpace and Facebook
pages. I don’t really like the layout of many MySpace pages; I think the layout is quite
bad and many other artists I know tend to clog up their page with too many graphics
which tend to confuse people and turn people off spending time on your web page.

Have you seen an increase in the amount of fans you have gained because of you
using social media ?
Without a doubt. I think many of my fans followed me from Bebo to Facebook so in
that respect I was lucky. The good thing about Facebook is once you become a fan of
a page, it automatically comes up on your news feed which allows friends of friends
to see my page, and this definitely helped in getting my page more noticed and added
to the amount of fans I had. I also have links on my website to my Facebook. Bebo,
MySpace, YouTube and Twitter accounts so that definitely helped in attracting more
people to follow me.

How do you engage with people on your websites? How do you keep the community
offollowers you have active?

Having good relationships with my fans is a vital part of what I do. You need to get
the public aware of what you’re doing, and by interacting with them through my
website and communicating with them, keeping them updated with my music, I
manage to build a good relationship with them, and having good relationships with
them is critical.
On my web page I have an application where I can chat to my fans directly; this is a
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great way for them to keep in contact with me by asking me questions, interacting
with me and giving me feedback on my music. I also post regularly on my Facebook
where they can leave comments if they wish, and I tweet on a regular basis so I can
interact with them in many different ways, they can send their email to my mailing list
and also send an email directly to my mail if they have any queries. By posting my
music online, it allows them to listen to my new music exclusively and allows them to
download my latest releases online also.

Do you still use traditional methods ofpromoting your music?
Not as much anymore, I think it’s the ease of use comparing it to online promotion. I
started off promoting my music on local pirate radio stations and they were really
supportive of me but it is so hard to get big radio stations to pay any interest. There is
definitely a barrier there when it comes to getting people to play your music, so I
generally tend to keep it to online as I have more control over my music in that sense.

We have seen many celebrities jumping on the social media bandwagon. What are
your views on this? Do you think it is an effective way for them to promote
themselves online?

Well, I do follow a number of other musicians online. Many artists out there are
regular users of Twitter and it’s good to see them keep in contact with the public and
take an interest in what their fans are saying. It gives me inspiration to follow other
artists that I admire and see how they connect with their fans and see their fans being
so loyal to them. You see people like The Game, who tweets to his fans and it shows
them who he really is, it shows them that he is still down to earth and still acting
normal, even with the success he has achieved.

Do you think there are disadvantages to them using social media?

Definitely, for me the hardest thing is keeping all my social networking sites active. It
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is important to keep them updated regularly so that your followers don’t lose interest
in you. Not only that but you do open yourself up to negative criticism. A lot of
celebrities nowadays are doing too much too quickly; once you post that video or that
picture it’s up on the Internet for everyone to see which some people can live to
regret.

W/icr/ sort of advice would you give to someone starting out who wants to use social
media as a way ofpromoting themselves?
I would say the most important thing is to make sure you keep it updated. Also,
what’s really important is that you keep your page professional-looking; too many
graphics, wrong spellings, too many applications can ruin a networking site and can
end up making your site unattractive to people.

What would you like to see come out of technology in the future to help you
promote your brand online?
I would love to see there being an Irish social media site for Irish talent out there,
somewhere they can come together online and chat and discuss goings-on within the
industry. ReverbNation is the latest leading online music marketing platform used by
thousands of artists worldwide, which allows artists, record labels and managers to
promote, grow and influence music online. I would love to see this scaled down to the
Irish industry which would really help promote people like myself who concentrate on
social media as a way of getting my brand out there. Nothing is more important to me
than my relationship with my fans and active users of this are the best way of
promoting my music on the Web; it just takes one person to like my music, post it on
their page and allow their friends and followers to be introduced to who I am and
what I do.
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I think that’s everything, thanks for that Garry, best of luck with the music in the
future, keep me posted.

No problem, Jessica, glad I could help, don’t forget to follow me on Facebook!
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Focus Group Summary
5pm, 11*** August 2010
Cork Institute of Technology

The purpose of the focus group was threefold:

(1) to learn the participants’ perceptions of social media,
(2) to learn the participants’ perceptions of celebrity culture,
(3) to find out participants’ opinions, beliefs, attitudes and experiences of how social
media is affecting the relationship between PR and the celebrity industry, and social
media itself.
Three major topics were covered during the focus group:

1. Social Media.
2. Celebrity Culture.
3. Media Relations.

Some of the major findings of the focus group are highlighted below:

1. Social Media

The moderator first asked participants for words that come to mind when they think of
social media. Comments are listed below:

Facebook
Twitter
YouTube
Networking
Chat
Messaging
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•

Interaction

•

Relationships

The moderator then asked the participants how many of them were joined with a
social networking site. Of the five participants that took part in the focus group, four
of them were joined with more than one social networking site, the most popular sites
being Facebook, Linkedin and Twitter. Most participants said that they communicated
with others online at least once a day, while all five of them followed celebrities on
different social networking sites. One participant told of the iGoogle application they
had on their iPhone which they accessed on a daily basis to keep up to date with news
online. Only one participant still used traditional methods of media to find out cinema
listings, horoscopes and daily headlines.
The participants were then asked what they thought the advantages of social media
sites were. Answers included the following:

•

The main advantage was that they were free to join.

•

They are a cheap, fast way of communicating with friends and family.

•

They could keep up to date with news.

•

To get connected with people, interact and build relationships

The participants were then asked if there were any disadvantages to social media, and
they all agreed there were. Answers included:

•

The main issue among participants was the issue of security and privacy. All
participants worried about what happens to pictures or videos that are uploaded
onto these networking sites once their accounts are deleted. One participant
quoted a character from the TV show Criminal Minds'. “The Internet is the first
thing that humanity has built that humanity doesn’t understand.”
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2. Celebrity

Participants were next asked for “buzzwords” that came to mind when thinking of the
words “celebrity”. Buzzwords included:

Famous
A star
Media attention
Publicly recognised
Limelight
In the know
Paparazzi
Well-known
Status

All participants agreed that social media was having an effect on the celebrity
industry. They also agreed that they had seen an increase in celebrities using social
media. The majority of participants believed that Twitter was the most popular social
networking site for celebrities nowadays. The participants were asked what they
believed the advantages of celebrities using social media were. Answers included:

A good way to interact with fans.
To get feedback from fans.
To attract more followers.
The celebrity has more control over their image.
To promote their reputation.
Celebrities can speak directly to their fans.

Participants also outlined some disadvantages for celebrities using social media. From
a consumer's point of view, the participants felt that they can regularly be inundated
with updates from celebrities they follow on social networking sites. With an overload
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of information which is sometimes irrelevant, the participants admitted that it turns
them off the brand or celebrity at times and causes them to lose interest in the brand or
celebrity.

The researcher then asked participants if they could think of examples where
celebrities had used social media to their advantage. One participant used the example
of Crystal Swing. The band became an Internet sensation when their music video to
He Drinks Tequila was uploaded by bloggers across the world. International fame
followed the family, who appeared on the US TV show, The Ellen DeGeneres Show.
Ellen, who has more than four million Twitter followers, posted a link of the
YouTube video on her Twitter page: others forwarded her post on the microblogging
website and the YouTube video has now been viewed over 700,000 times. Another
example was how singer Lily Allen became famous for posting her music on
MySpace, which landed her a record contract.

A participant described how social media can go bad for a celebrity, citing the David
Hasselhoff example. The actor became a YouTube sensation when videos of him
drunk were posted online by his daughter.

3. Media Relations
Participants were then asked if they thought relationships between the media and the
PR industry had changed. One participant who works in the PR industry believes that
people in PR are still afraid to embrace the social media phenomenon and many
practitioners are still using traditional methods as a way of communicating. They still
use traditional methods and rely heavily on photo calls and press releases in that
participant’s job. She believes that social media is an add-on for the PR industry, as in
some cases it is faster and cheaper to communicate with particular audiences but
believes that companies should use the two of them together to make the company
more effective instead of just using one or the other.
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All participants agreed that social media is being used by companies to target a
younger audience. All of them believe that traditional methods of communicating
reach a wider audience but that using social media attracts the attention of a more
specific, younger target audience.

Three out of the five participants acknowledged that as recent graduates, it is
important for graduates to also keep up with changes in trends; that if social media is
continuing to be important for the PR industry, it is important they keep up with
changing technologies to be fully qualified for the industry.

All participants agreed that as consumers, the media has a huge influence on how they
portray celebrities. One participant stated, ‘The media is obsessed with celebrity.”
Another participant believes that “nowadays people are famous for just being
famous”, while another believes that “individuals such as reality TV stars are not ‘true
celebrities’, they are just built up by the press and given their 15 minutes of fame”.
All participants agreed that the media could make or break a celebrity. One participant
gave this example: “One minute you’re the nation’s sweetheart, the next you’re the
country’s biggest villain, step forward Kerry Katona.”

Another participant argued the point that although the media can be detrimental to a
celebrity’s reputation, they can often use a celebrity to bring a certain issue to light.
The life of Jade Goody, discussed in primary and secondary data, is a great example
of this. Media coverage at the time increased people’s interest in the story and
prompted young women throughout Britain to have cervical screening tests - since
her diagnosis, the number of tests had risen by thirty percent.

Final Comments

At the end of the focus group, participants were given the opportunity to provide any
final comments about the topic which they wished to address. The researcher asked
the participants if they believed that any publicity was good publicity and asked them
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to give a final word on the topic.

All participants agreed that any publicity was good publicity. Some of the closing
comments are summarised below:

•

Social media is a great advantage to many industries but I believe it will only go
so far until the bubble bursts. It happened with Bebo, it was the “it” thing when it
first came out, now look at it. Facebook has taken over and no one bothers with
Bebo anymore. Facebook will be next to fade out, what’s next after Facebook?

•

More companies now have a Facebook page, but sometimes I get tired of too
much advertising and promotion by companies, and in fact it turns me off the
brand or their product or service that they are trying to sell me. On the other hand,
that's not to say when an ad for a free competition to win a make-up voucher pops
up on Facebook that 1 don’t click on the link straight away!

•

Social media has allowed companies to interact a lot more with their customers,
and for that I am grateful. Because of the increase in two-way communication
online, instead of me waiting on hold on the phone for forty minutes to make my
complaint, I can leave a quick message on the company’s website or a comment
on one of their social media sites and get quicker responses.

•

More and more celebs are now using social media. Ashton Kutcher began the
whole Twitter phenomenon at the beginning, and now look at the amount of
celebs that have followed. The amount of followers some of them attract is
beyond belief, like Lady Gaga having more than 5 million followers. The fact that
it allows them to be more connected and personal to their fans is obviously a big
attraction for celebrities but they must be careful that they don’t take it too far. For
example, when Ryan Seacrest announced American Idol contestant Lacey
Brown’s elimination on Twitter before people on the West Coast saw it, it resulted
in the worst rated episode of the season. Celebrities just need to be careful when it
comes to social media and their reputation.
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